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Abstract 
This study has built on the growing interest in the prosumer in the workplace – those 
users with high technological skills who both produce and consume. Prosumers are 
leaders in their industrial or professional fields and who expect to obtain significant 
benefit from innovating. The literature reveals that commercially attractive products 
tend to be developed by prosumers who are at the leading edge of important 
marketplace trends. Of significance for the eager prosumer, who likes to learn for 
learning’s sake, is that they have lower barriers to entry for accessing advanced 
technological capabilities. 
This study surveyed prosumers across a variety of occupations and workplaces. It 
explored the motivators of prosumption, the level of self-efficacy of prosumers and the 
Big Five personality traits of these self-motivated innovators.  The propensity to 
‘prosume’ was found to be a function of the existence of high self-efficacy; high 
positive scores in the personality dimensions of Openness, Extraversion and 
Conscientiousness; high negative scores in Neuroticism; and, average scores in the 
dimension of Agreeableness.  Prosumers were found to be highly motivated by three 
things: learning for learning’s sake; a need to enhance and improve the workplace 
experience; and, a high expectation of benefit from their prosumption activities.   
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Chapter 1: Introduction 
1.1 INTRODUCTION 
The aim of this chapter is to introduce and provide some background to this thesis. After this 
introduction, Section 1.2 describes the background to the research. Then Section 1.3 outlines 
the research objectives, which is followed by a discussion on how these objectives will be 
met in Section 1.4. The research questions are introduced in Section 1.5 and then Section 1.6 
discusses the research method. Section 1.7 provides a structural outline of this thesis and the 
chapter is concluded with section 1.8. 
1.2 BACKGROUND 
The potential for enterprises to source and unlock innovation from within its technically-
proficient workforce continues to remain under-utilised in enterprises today. This is the 
research problem that this study will address. Existing literature asserts that commercially 
attractive products tend to be developed by prosumers. A working definition of Prosumers 
used by this study has been found in von Hippel (1986) –  those  users of technology  in the 
workplace with advanced technological skills who use the technology to both produce as well 
as consume.  
Many of these prosumers are at the leading edge of important industry trends and are 
confident, motivated and capable, while prepared to create innovative solutions that are ahead 
of their time (von Hippell, 1986; Baldwin, Hienerth, & von Hippel, 2006; Franke et al., 
2006;Habermeier, 1990; Silvia, 2008; Baldwin et al., 2006). 
 “When users are technically sophisticated, as in the case of users of machine tools, 
scientific instruments or mainframe business software, these users will not merely 
announce their requirements and make suggestions for product improvement, but use 
their specific expertise to actually engineer changes in the product”, (Habermeier 
1990, p. 280). 
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Typically the prosumer is someone who is not employed to build technical solutions in the 
workplace but does so regardless, driven by strong motivations to learn, explore, improve 
their work and make their world a better place (von Hippel, 1986; Habermeier, 1990; Silvia, 
2008; Baldwin et al., 2006). 
While enterprises are looking to find ways to unlock innovation from within its technically-
proficient end-user community (von Hippel, 1986), the literature provides evidence that the 
prosumers are one potential source for innovation-making behaviour (Baldwin et al.,2006; 
Baldwin et al., 2011; von Hippel, 2006). With this potential source of innovation available to 
enterprises, it would be helpful to have a greater understanding of the characteristics that 
identify the prosumer and the factors that motivate them to prosume (Franke et al., 2006). 
There is also evidence in the literature of a link between the propensity to prosume and the 
availability of access to advanced technology (Kozinets, Hemetsberger, & Schau, 2008; 
Ritzer et al., 2009; Ritzer & Jurgenson, 2010; Virno, 2004; Hershkovitz, 2012). Given this 
link, the emergence of cloud computing, smarter devices, and easier access to super-
computing power, may present conditions that also assist prosumers to act out their 
prosuming behaviours (Hershkovitz, 2012). Combining access to advanced technology with 
the confident, educated and capable prosumer, may create a scenario where enterprises are 
able to foster prosumer-led innovation and leverage the benefits that it might bring. A better 
understanding of the characteristics of the prosumer and the factors that motivate them to 
prosume would be helpful to enterprises in this process.   
1.3 RESEARCH OBJECTIVES 
There are two primary objectives of this study: 
1. To increase the understanding of the prosumer personality traits and characteristics; and, 
2. Understand the connections between these prosumer personality traits and prosumer-
specific cognitive variables in the workplace. 
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1.4 HOW THESE OBJECTIVES WILL BE MET 
1.4.1 Literature review 
One of the contributions from this study will be to deliver a broad-based review of literature 
on the prosumer phenomenon. While this study will only partially leverage the review in the 
shaping of its hypotheses and the sharpening of its constructs, the additional insights on prior 
research should assist: 1) a proposed ongoing research programme on the prosumer 
phenomenon; and, 2) future researchers wishing to research the topic. The literature review 
for this study will take a broad spectrum approach, seeking to bring to the light as much of 
the discussion that can be found on the prosumer and highlight key points found in the 
prosumer literature. 
1.4.2 Greater understanding of the prosumer characteristics and connections 
To develop a greater understanding of the prosumer phenomenon this study will explore the 
relationship between three variables: 1) prosumer personality (John et al.,1991); 2) prosumer 
self-efficacy (Bandura et al., 1980); and, 3) prosumer motivators (Silvia, 2008), as predictors 
of prosumer behaviour. One goal of this study is to increase understanding of the connections 
between prosumer personality traits and prosumer-specific cognitive variables such as 
prosumer self-efficacy in the workplace domain. Greater understanding of these variables and 
the inter-relationships should lead to informed identification of the prosumer as well as an 
understanding of what are the motivating factors for prosumption. 
Prosumer self-efficacy 
This study will explore prosumer-related self-efficacy by focusing on the prosumer-related 
workplace domain, the research will explore prosumers as they initiate prosumer-related 
information gathering, set appropriate prosumer-related goals, and problem-solve effectively 
as they build technical solutions in the workplace. By measuring levels of self-efficacy, this 
study aims to support the hypothesis that self-efficacy will be higher in prosumers than it is in 
non-prosumers (Bandura et al., 1980). 
Prosumer traits 
This study aims to improve understanding of the prosumer by analysing empirical evidence 
on prosumer personality traits. By applying the empirical measures of the Big Five 
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personality dimensions of John et al. (1991), the study will aim to present: 1) the personality 
traits that characterise the prosumer in the workplace; and, 2) the dynamic relationships 
between those personality dimensions with other variables, such as self-efficacy and 
prosumer motivators. By enhancing the understanding of prosumer traits, characteristics and 
their inter-relationships, this study aims to help lead future researchers towards new insights 
about: 1) identifying the prosumer in the workplace; and, 2) understanding the antecedents 
for unlocking prosumer-led innovation (John et al.,1991).  
Prosumer motivators 
Understanding prosumer motivators is an important step in understanding the prosumer. This 
study aims to explore the motivational impacts on prosumer-led behaviours through 
application of empirical theories such as: 1) User-innovation theory (Baldwin et al., 2006); 2) 
Economics of innovation theory (Franke et al., 2006); and, 3) Interest theory (Silvia, 2008).  
The aim of this study is to discover insights such as: 1) identifying the top prosumer 
motivators; and, 2) discovering any dynamic relationships that might exist between the 
prosumer motivators and other variables such as: 1) self-efficacy (Bandura, 1997); and, 2) 
personality traits (John et al., 1991). 
1.4.3 Why these objectives are so important 
The literature establishes that the prosumer exists and they have been empirically linked as 
important contributors to product innovation, workplace improvements, commercial viability 
and enhanced user-experiences (von Hippel, 1986; Franke et al., 2006). Despite their 
importance the literature has been slow to respond to the prosumer phenomenon. With the 
prosumer-innovator now a central phenomenon in contemporary culture (Ritzer & Jurgenson, 
2010), it is timely and important to Information Systems (IS) practitioners for building on the 
body of knowledge about ‘what makes a prosumer’ that would lead to greater understanding 
and the eventual unlocking of innovation-making in the workplace. 
1.5 THE RESEARCH QUESTIONS 
The literature review revealed a number of key points around the topic of the prosumer and 
while not all of these points were addressed by this study they were raised to contribute ideas 
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for future research. There were five points that were considered by the researchers and from 
which  the research questions were developed.   
The literature review revealed the following research problems that underpinned the 
development of the research questions. 
Research problems 
While the literature gives an indication of the likely motivators for prosumption it is not 
entirely clear. Therefore, the first research problem is understanding what are some of the 
motivators for prosumers in the workplace? 
Secondly, the literature reveals that prosumers are likely to present higher scores in self-
efficacy. The second research problem is whether self-efficacy will be higher in prosumers as 
opposed to non-prosumers. 
The third research problem continues with the theme of trying to better understand the 
prosumer so the research looked at the psychometric field of research that studies the 
personal traits and characteristics of people. The need to better understand the prosumer led 
us to ask what are the personality traits of prosumers in the workplace? 
Finally, once the characteristics and traits of the prosumer were analysed, the self-efficacy 
measured and the motivators identified, the final the problem identified was to understand the 
relationships between these things. 
This study will aim to deal with these research problems taking into consideration the 
collection of findings across prosumer traits, prosumer self-efficacy and prosumer motivators. 
The study will deliver commentary around the following points of discussion: 
Propensity to prosume 
The collection of traits and characteristics that contribute to the prosumer’s ‘propensity to 
prosume’: 
1. The link with self-efficacy; 
2. What high positive scores would contribute to high propensity; 
3. What negative scores would be expected; and, 
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4. What scores would be ‘average’ or ‘normal’ when compared to the general population. 
Motivation to prosume 
The study will explore the key motivators for the prosumer to prosume and the relationships 
between motivators and self-efficacy for participating in prosumer behaviours. 
Towards a greater understanding of the prosumer 
This study aims to also provide a commentary of the prosumer characteristics in a more 
descriptive manner, such as: “this study shows that prosumers are people who are . ”. 
Finally, this study aims to explore if the influence flows from both personality traits and 
prosumer-motivators to specific prosumption self-efficacy, which leads to prosumer 
behaviour in the workplace. 
Another outcome of the study is to confirm whether it is a fruitful approach to use measures 
of personality traits, self-efficacy and motivators for identification of prosumers as potential 
sources of innovation. 
1.6 RESEARCH METHOD 
This study was a cross-sectional exploratory study (Cooper & Schindler, 2008) that utilised a 
survey methodology. The survey was a single instrument in two parts with one part based on 
a structured quantitative data analysis for the Big Five Inventory (BFI) and the other part 
incorporating survey questions for the analysis on self-efficacy (SE). 
Using a survey questionnaire and quantitative components allowed deeper insights and 
understanding (Creswell, 2003). The survey method supports a systematic, rigorous, and 
empirical approach to the study of prosumer personality traits and self-efficacy in the 
workplace (McMillan & Wergin, 2006).  
This research will explore trait theory (personality traits) and social-cognitive theories (Self-
efficacy and motivators) to identify if traits and characteristics are predictors and 
determinants of prosumer-related self-efficacy. 
The research model, depicted in Figure 1, illustrates how the aim of this study examines 
whether the five personality traits (neuroticism, extraversion, openness, conscientiousness, 
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and agreeableness) and the selected prosumer motivators (see p.94) act as independent 
antecedents of prosumer self-efficacy in the workplace domain for prosumer behaviours. 
 
Figure 1 The research model 
 
1.7 THE STRUCTURE OF THIS THESIS 
Chapter One introduces and provides some background of this thesis. It provides the 
background, research objectives, and how these objectives will be met. The research context 
and research questions are identified together with a discussion of the research method 
undertaken. Finally, a summary of the contributions to theory and practice are provided as 
well as the limitations. 
Chapter Two reviews the literature relevant to the research. The research study sheds light 
on the prosumer phenomenon. This review also identifies key points in the literature with five 
of these being addressed in the research.  
Chapter Three is the research design chapter where the research model is proposed. This 
chapter provides explanations for the construct as well as links to the theory. In this chapter  
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the research hypothesis is developed and mapped into the research model. This chapter also 
presents the research design and method. This chapter outlines the method, survey design, 
sampling and data collection. Method limitations are also discussed. 
Chapter Four reports the data results of the survey. This study examines the measurement 
structure, as well analysing the results to the model developed in Chapter Three. 
Chapter Five provides the data analysis of the survey results. Various statistical analysis are 
undertaken including, correlation, regression, ANOVA, t-stat, reliability and normality. This 
chapter also reports the analysis results and outlines the results of hypothesis testing for the 
study. 
Chapter Six provides the conclusion and a discussion of the findings from the study. The 
contributions to theory and practice are also identified. The chapter concludes with the 
limitations and delimitations, together with recommended research directions for future 
study. 
1.8 CONCLUSION 
This chapter provided a summary of this thesis. Section 1.2 described the background of the 
research. Following that, the research objectives were outlined in Section 1.3 which was 
followed by a discussion on how these objectives will be met in Section 1.4. The research 
questions were introduced in Section 1.5 and then Section 1.6 discussed the research method. 
The final section 1.7 provided a structural outline of this thesis. 
The next chapter presents the literature review. 
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Chapter 2: Literature Review 
2.1 INTRODUCTION 
The aim of this chapter is to provide a review of the literature on the prosumer topic. As 
outlined in Chapter 1, the research provides a broad-based review of the prosumer literature 
that would serve to support an ongoing research programme on the prosumer phenomenon. In 
Section 2.2 there is a discussion on the early origins of the prosumer followed by Section 2.3 
with a discussion of the emergence of the prosumer phenomenon. In Section 2.4 the review 
presents some of the different theoretical perspectives of the prosumer found in the literature 
and then presents the research questions. In section 2.5. the literature provides insights that 
help to build the theoretical framework for this study. In Section 2.6. the research hypotheses 
are presented and discussed. In Section 2.7 the research model is presented, and Section 2.8 
presents a summary of the review of the literature before the conclusion of Section 2.9. 
2.2 THE RISE OF THE PROSUMER 
The neologistical term Prosumer derived from combining consumer and producer is 
generally credited to author and futurist Alvin Toffler who devoted considerable attention to 
the term in The Third Wave (Toffler, 1980). In Toffler’s work, the prosumer features as the 
lead actor in the construction of a revolutionary new civilization.  
Toffler (1980) claims that prosumption occurred in each of the three waves that he presents 
as being the historical evolution of the social and economic development of society: 
The first wave. 
Toffler claims this occurred sometime before the Middle Ages, the majority of community 
members were prosumers by necessity and on a technologically primitive basis: only a few 
members of the community traded their surplus output (e.g. food, clothes) for services and 
goods produced by others.  
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The second wave. 
The second wave occurred after the Industrial Revolution. Humans produced primarily for 
purposes of exchange.  
The third wave. 
This wave is linked to the post-industrial age and people shifted much of their time from 
work and traditional commercial exchanges to prosumption. 
Six years later Kotler (1986a) claimed that Toffler’s prosumers had now become a 
“movement” that presented one of the greatest challenges to enterprise marketers. Add 
another twenty years, and again Toffler revisited the prosumer topic but instead of referring 
to a wave it was the “coming prosumer explosion” (Toffler & Toffler, 2006). Three years on 
Ritzer, Dean & Jurgenson (2009) announced the arrival of the “age of the prosumer” and a 
year later presented reasons to view prosumption as an increasingly central phenomenon in 
contemporary culture (Ritzer & Jurgenson, 2010).  
The recent rise in academic focus on the prosumer was also highlighted by Ritzer et al. 
(2009) who declared that both Toffler (1980) and Kotler (1986a) were perspicacious and 
prescient in anticipating this development decades before its current boom (p. 380).  
2.3 THE PROSUMER PHENOMENON 
This research will review the body of literature of the prosumer phenomenon. While this 
study may leverage only a portion of the prior research uncovered in the review, the 
additional insights should assist future researchers. The following literature review takes a 
broad spectrum approach, seeking to bring to the light as much of the discussion that can be 
found on the prosumer and highlighting any key points discovered, regardless if those key 
points have relevance to the remainder of this study. The review is presented with discussion 
of the prior research and is supported by tables containing key findings, theoretical 
frameworks and citations. Whereas some of these discussions will not be referenced 
elsewhere in the study, their inclusion is to ensure delivery of a broad-based literature review 
of the prosumer phenomenon, potentially to assist future researchers. 
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2.3.1 The first prosumers 
According to Ritzer et al. (2009) the concept of prosumption could be argued as being 
primordial and even more so than the separate elements of consumption or production. The 
literature reminds us that ever since humans hunted and gathered there has been a union of 
the activities of production and consumption. The concept of prosumption, that being a 
combination of production and consumption, is not new having appeared in literature as a 
concept over the past three decades. For example, implicit reference to the prosumption 
concept appears in the 1975 work of J De Vries, who described the Dutch farming peasants 
of the 1700’s as consumers as well as producers (Woolf, 1977).  
2.3.2 Producing, Consuming and now Prosuming 
The earlier literature tended to focus on the producer, then the pendulum swung towards a 
focus on the consumer, and Ritzer (2009) found that the prosumer has been generally ignored 
in the literature.   
One example of how the literature began to move to a focus on the consumer comes from 
Bauman (2011) in “Consuming Life”, where he argues that society has witnessed the 
“passage from the society of producers and soldiers, to the society of consumers” (p. 61).  
Bauman (2011) highlights a distinction between “the society of producers and soldiers” and 
“the society of consumers”. He presents this as being a seminal departure that “sets the 
consumerist cultural syndrome most sharply apart from its productivist predecessor” (p.61) 
(Ritzer, 2009). 
Both (Comor, 2011, p. 301) and (Ritzer & Jurgenson, 2010, p. 3) argue that the contemporary 
world is not defined by the pre-eminence of prosumption, but rather with its emergence as a 
phenomenon that is now growing significant enough to rival production and consumption in 
importance. They state that “It is the coexistence of these three, and not the predominance of 
any one of them, that defines our age”. 
Even Karl Marx recognised that there was a blurring of the lines that separated the roles of 
producer and consumer when he observed that the “means of production” were consumed in 
the process of production, and that people switch back and forth between being sellers and 
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buyers (Ritzer, 2009). Marx further provides reference to men as producers and also 
consumers when he says of men: 
“They themselves begin to distinguish themselves from animals as soon as they begin 
to produce their means of subsistence, a step which is conditioned by their physical 
organisation. By producing their means of subsistence men are indirectly producing 
their actual material life” (Marx, Engels, & Arthur, 2001, p. 61).  
Baudrillard, Lovitt, & Klopsh (1976) saw the distinction between production and 
consumption as an “artificial disjuncture”. Hirsch (1978) argues that traditional economic 
analysis focuses entirely on the commodities people get rather than the way they obtain them 
and according to Pietrykowski (2007) this leads directly to a consideration of the social 
context of exchange. By deconstructing market exchange we are able to gain insight into the 
multiple acts of buying, selling, and labouring that take place in the marketplace. The effect 
of this postmodern approach to social theory is to destabilize the division in modern 
economics between the separate spheres of consumption and production (Pietrykowski, 
2007).  
The modernist’s consumers don’t add value but prosumers do so by producing 
According to Firat & Venkatesh (1995) the modern  concept  of  consumption  as  being a 
separate sphere  from  other phenomena  seems  to  be  rooted  in  other  separations: 
3. the separation of home from workplace;  
4. the separation of time  for work (job)  from time  for play (recreation, leisure); and, 
5. the separation of activities into public and private domains.  
With these separations has come the separation of consumption from production (p. 247). 
According to Firat & Venkatesh (1995) activities in the private domain (home) have come  to  
be  considered  consumptive, and production  is relegated to the public domain (factory, 
office, workplace).  
In the modernist literature, consumption is regarded as secondary to production as it did not 
create anything of significant economic value for society or humanity. Consumption  is 
considered as necessary to only replenish  the  individual  who would then carry out  the  
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really  important, meaningful,  productive work. Because production  is  considered as 
creation,  it added something  of  value to  human  lives,  and thus considered a sacred 
activity (Firat & Venkatesh, 1995, p. 245).  
The literature reveals that the modernist definition for consumption and production, and the 
subsequent distinction that was made between them had a sole dependence meaning given to 
value or value creation. In the literature, if the outcome of a process or set of activities is seen 
to be adding something of value, then production has taken place. Otherwise, the activity is:  
 “a profane act of consumption: pure use, devouring, and destruction.” (Firat & 
Venkatesh, 1995, p. 246). 
Post-modernists: consumer-centric view that reveals the active prosumer 
Firat & Venkatesh (1995) studied the comparative differences between the modernist and 
postmodernist views on social theory. The modernist view presents production as creating 
value and consumption as breaking it down.  
The postmodern body of knowledge, however, was examining consumption as a sociocultural 
process that led to statements such as "consumer revolution forms the necessary analogue to 
industrial revolution" (Campbell, 1987, p. 5), as well studies that focused on the emergence 
of consumer society such as the detailed account provided by Earle, McKendrick, Brewer, & 
Plumb (1983). 
According to Firat & Venkatesh (1995) the postmodernist view sees the abandonment of the 
notion that production creates value while consumption “destroys it” and they present the 
postmodern era consumer paradox: consumers are active producers of symbols and signs of 
consumption as marketers are and consumers are also objects in the marketing process while 
products become active agents (p. 252).  
In Firat & Venkatesh (1995) the following summary tables provide the comparative views 
between the modernist and post-modernist treatment of consumption and production (see 
Table 1 and  
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Table 2). 
Table 1 Modernist conceptions of production and consumption (Firat & Venkatesh, 1995, p. 246). 
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Table 2 Shifting emphasis from Modernism to Postmodernism  (Firat & Venkatesh, 1995, p. 257). 
 
 
While the literature reveals Modernism can be aptly called a culture of production and 
Postmodernism a culture of consumption, today  the established body of knowledge is being 
challenged by the substantive trend: the active, aware and technologically engaged prosumer 
is, indeed, ascendant (Comor, 2011). Therefore the prosumer, being a portmanteau of 
producer and consumer, is challenging the consumer society’s division of the world into 
either producers or consumers (Tobiassen, 2009). While some of the definitions of 
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Prosumption may lead to thinking that all consumers may  indeed be prosumers, this study 
applies the working definition from von Hippel (1986): that what distinguishes prosumers is 
their advanced technological skills and that they use these skills to produce as well as 
consume; and this occurring in the workplace domain, thus providing the distinction. 
2.3.3 Production versus consumption: an academic anomaly 
 The fact that production and then consumption have each received their own monocular 
focus in the academic literature is claimed by Ritzer et al. (2009), to be none other than a 
historical anomaly based on specific historical circumstances. In support of the arguments 
presented by Ritzer et al. (2009) the following table traces the evolution of the dualistic 
conceptions of production and consumption and its gradual transition to the current day 
binocular focus on the prosumer – as an actor of both production and consumption. The 
purpose of this table is to support the key points of this literature review in that much of the 
literature presents either a production or consumption context and treats them as separate 
spheres. (see Table 3). 
Table 3 The dualistic conceptions of production and consumption in the literature 
Focus Theorists Causal factors 
 
Production 
Social theorists: 
Adam Smith 
(Marx et al., 2001) 
Production was predominate in the classical period of 
social sciences and it made sense for the social 
theorists to focus on it (Ritzer et al., 2009) 
 
 
Consumption 
(Baudrillard et al., 
1976) 
By late 20
th
 century consumption became more 
prominent as the economies were dominated by 
consumption 
(Kozinets et al., 
2008) 
With the diffusion of networking technologies, 
collective consumer innovation is taking on new forms 
that are transforming the nature of consumption and 
work and, with it, society. 
(Bauman, 2001; Bauman moved increasingly in the direction of the 
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Focus Theorists Causal factors 
Ritzer, 2009) study of consumption and to the creation of a grand 
narrative that we had moved from a society dominated 
by production to one dominated by consumption.  
Bauman argues that we have witnessed the “passage 
from the society of producers and soldiers to the 
society of consumers.  
Bauman draws a “sharp distinction” between “the 
society of producers/soldiers” and “the society of 
consumers”.  
 
Production  
and 
Consumption 
(Baudrillard et al., 
1976) 
 
The distinction between production and consumption 
recognised by Baudrillard as an “artificial disjuncture” 
began the blurring of the lines between the separate 
concepts. 
(Firat & 
Venkatesh, 1995) 
(Pietrykowski, 
2007) 
Argued that “the post-modern theory seeks to 
destabilise the division in modern economics between 
separate spheres of consumptions and production” 
(Zwick et al., 
2008) 
Production moved outside of the walls of the factory 
creating the “social factory” or “factory without walls” 
(Zwick et al., 
2008) 
Much production now involved little or no material 
labour and an increased focus on immaterial production 
such as the “production of ideas” 
(Marx et al., 2001) Men begin to distinguish themselves from animals as 
soon as they begin to produce their means of 
subsistence “producer and consumer” 
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Focus Theorists Causal factors 
Prosumption 
 
(Kotler, 1986b; 
Ritzer et al., 2009; 
Toffler, 1980) 
General decline in the developed world in the 
importance of what is thought of as production. Shift 
away from the ‘productivist’ bias. 
(Ritzer et al., 
2009) 
Consumers play a major role in producing the shared 
meanings around a brand e.g. BMW, Harley.  
Consumers produce an emotional involvement with a 
product that was not there before and not produced by 
the manufacturer. 
Referred to as the ‘ethical surplus’, 
The creation of brand communities is only created or 
produced by the consumers themselves. 
 
(Chia, 2012; 
Fuchs, 2008; 
Ritzer et al., 2009; 
Ritzer & 
Jurgenson, 2010) 
 
Web 2.0 - Prosumers simultaneously produce and 
consume e.g. Wikis, blogs, social networking sites, 
Facebook, Twitter, Instagram, Slideshare, Youtube and 
Flickr 
The more that a prosumer is active on the web 2.0 the 
more of themselves and their behaviours they expose – 
we are getting to know more about the prosumer 
because it is the prosumer that is producing the content 
and they are the most active and the most engaged 
(Ritzer, 2009; 
Ritzer et al., 2009; 
Ritzer & 
Jurgenson, 2010) 
Rise of the service industry – McDonalds turning 
consumers into producers –“putting customers to 
work” - Eliminating waiters - Touch screen ordering - 
Bus your own garbage into the bins - Drive thru 
window 
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Focus Theorists Causal factors 
 
(Nakajima, 2012) 
 
Rise of the experience economy. 
Rather than material goods it is largely immaterial 
experiences involved in all aspects of our lives, 
especially as they relate to the economy. 
Manning 2000 
Marron 2009 
Ritzer 1995 
Technology changes relating to self check-in check-out 
and linked to increased adoption of debit/credit card  
 
(Ritzer & 
Jurgenson, 2010) 
Internet search – find own resources 
Information workers on the internet 
Self service – google 
(Bruns, 2008; 
Deuze, 2007; 
Nakajima, 2012; 
Ritzer et al., 2009) 
The prosumer in the media 
The term “The produser” is introduced. 
The audience is no longer a passive consumer. 
(Ritzer et al., 
2009) 
The contemporary world is not defined by the pre-
eminence of prosumption, but rather with its 
emergence as a phenomenon that is now growing 
significant enough to rival production and consumption 
in importance 
(Manos, 1992) Prosumer is the result of a self-transformation that 
switches the direction of help from “receiver to 
provider” (p. 3). 
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Focus Theorists Causal factors 
(Firat & 
Venkatesh, 1995) 
Reversal of production and consumption: 
Postmodernism is basically a culture of consumption, 
while modernism represents a culture of production. 
Abandonment of the notion that production creates 
value while consumption destroys it. 
Sign value replaces exchange value as the basis of 
consumption 
Consumer paradox: 
Consumers are active producers of symbols and signs 
of consumption as marketers are; 
Consumers are also objects in the marketing process 
while products become active agents 
 (Arvidsson & 
Colleoni, 2012; 
Howe, 2008; 
Jenkins & Deuze, 
2008) 
The rise of crowd-sourcing and the role played by the 
prosumer is the central theme of this work. 
 
As demonstrated by the table, much of the literature presents either a production or 
consumption context and treats them as separate spheres and thus a key point to be 
highlighted is: 
Key Point One: The literature’s treatment of separate spheres of production and 
consumption may have resulted in a lesser focus on understanding prosumption, and 
the relationship between production, consumption and prosumption, and how these 
might co-exist and interact. 
 Chapter 2: Literature Review   Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators  
33 
2.3.4 Prosumers: found throughout the literature either implicitly or explicitly 
References to the existence of the prosumer are implicit or explicit throughout the literature 
such as in the works of the scholars McLuhan & Nevitt (1972) who wrote about the process 
by which the “consumer becomes producer” (Ritzer et al., 2009). Also Xie, Bagozzi & Troye 
(2008) implicitly refer to the prosumption concept as the participation by the consumer in the 
creation of the core offering of products and services. In Xie et al. (2008) research 
prosumption is represented as the process of “value co-creation” that occurs through shared 
inventiveness, co-design, or shared production of related goods that can occur with 
consumers as members of the “value network”.  
A direct reference for prosumption comes from Hershkovitz (2012) who raises the “new 
emancipating potential of the integration of consumers into production”.  
The references to prosumers, whether implicit or explicit, start to provide some definition and 
description of the prosumer. For example, the research by von Hippel (1986) defines a group 
of users that  he calls “lead users”: 
“Lead users are defined as members of a user population who (1) anticipate obtaining 
relatively high benefits from obtaining a solution to their needs and so may innovate; 
and, (2) are at the leading edge of important trends in a marketplace under study and 
so are currently experiencing needs that will later be experienced by many users in 
that marketplace (von Hippel, 1986, p.691). 
And further in Baldwin, Hienerth, & von Hippel (2006) they provide a further definition but 
refer to this group as “user-innovators”: 
“User-innovators seek to develop new designs for their own personal use or (in the 
case of user firms) for internal corporate benefit. They do not anticipate selling goods 
or services based on their innovations, although they may later go into business as 
user-manufacturers. Designing for use and testing by use are the essential 
characteristics of user-innovators” (p.1296). 
The following table is provided to outline examples of the presence of the prosumption 
concept in the literature and also how it is typically found as either an explicit or implicit 
reference within the existing literature (see Table 4).  
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Table 4 References to Prosumption - implict or explicit 
Literature Link – 
Implicit or 
Explicit 
Theory Description 
(Toffler, 1980) Prosumer  The term prosumer was first used by 
Toffler (1980) to describe people who 
produce some of their own goods or 
services for their consumption even 
though they could buy them in the 
marketplace. Toffler described this as 
the “progressive blurring of the line 
that separates producer from 
consumer”. Prosumer is considered to 
be co-producer which describes 
consumers who play both roles of co-
producer and consumer in a 
consumption process. 
(Ritzer & 
Jurgenson, 2010) 
Social theory Coexistence of production, 
consumption and prosumption defines 
our age 
(Pietrykowski, 
2007) 
Social context 
of market 
exchange 
By deconstructing market exchange, 
insights are gained into the multiple 
acts of buying, selling, and labouring 
that take place in the marketplace and 
these destabilize the concept that 
production and consumption are two 
separate spheres. 
(Baldwin, Hienerth, User- Theory of User-innovators seek to develop new 
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Literature Link – 
Implicit or 
Explicit 
Theory Description 
& von Hippel, 
2006) 
innovator design search designs for their own personal use or 
(in the case of user firms) for internal 
corporate benefit. They do not 
anticipate selling goods or services 
based on their innovations, although 
they may later go into business as 
user-manufacturers. Designing for 
use and testing by use are the 
essential characteristics of user-
innovators. 
(von Hippel, 1986) Lead user 
 
Lead user 
theory in 
market 
research 
Lead users are defined as members of 
a user population who (1) anticipate 
obtaining relatively high benefits 
from obtaining a solution to their 
needs and so may innovate; and,  (2) 
are at the leading edge of important 
trends in a marketplace under study 
and so are currently experiencing 
needs that will later be experienced 
by many users in that marketplace 
(Franke, Von 
Hippel, & Schreier, 
2006) 
Lead user 
theory 
extended 
(Xie et al., 2008) Customer 
production 
Theory of 
Trying 
A theoretical framework that 
incorporates ideas from value 
research and attitude theory. 
Specifically the theory of trying 
outlines the various factors that shape 
the intentions of people to engage in 
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Literature Link – 
Implicit or 
Explicit 
Theory Description 
the future behaviours such as 
customer-led production and 
innovation-making. 
(Humphreys & 
Grayson, 2008; 
Prahalad & 
Ramaswamy, 2000; 
Prahalad & 
Ramaswamy, 2004; 
Prahalad & Venkat, 
2004; Vargo & 
Akaka, 2009; 
Vargo & Lusch, 
2004, 2006a, 2008; 
Vargo, Maglio, & 
Akaka, 2008; 
Zwick, Bonsu, & 
Darmody, 2008)  
Consumer 
 
Value co-
creation 
The concept of value co-creation 
between firms and consumers 
suggests that the production of value 
that takes place increasingly via the 
interaction between firm and 
consumer is the outcome of  
collaborating in manufacturing 
products and services. 
Hershkovitz (2012) Integration Raises the “new emancipating 
potential of the integration of 
consumers into production” 
(Lusch & Vargo, 
2006, 2008; Lusch, 
Vargo, & O’Brien, 
2007; Lusch, 
Vargo, & Tanniru, 
Consumer Service 
dominant 
logic of 
marketing 
Concerned with the concepts of 
service and value and the service-for-
service exchange between service 
providers and consumers 
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Literature Link – 
Implicit or 
Explicit 
Theory Description 
2010) 
(Tapscott & 
Williams, 2008) 
Participants 
in mass 
collaboration 
Wikinomics Based partly on the idea that 
businesses put consumers to work 
(Gummesson, 
2008b) 
DIY 
Consumer 
Balanced 
centricity 
”Do-it-yourself’ is a big market and 
IKEA has built 60 years of unbroken 
success on customers doing 
transportation and assembly jobs 
(Denegri-Knott & 
Zwick, 2012) 
Consumer Craft 
Consumption 
Complete collapse of consumption 
into pro-craft consumption 
(Bruns, 2008) Produser Value co-
creation 
The idea of "produsage" to examine 
the contributions of open source 
software development, blogs, citizen 
online journalism, wiki, folk 
knowledge, use of materials by mass 
media, education of academia and the 
possibility of the growth and support 
of democracy, as long as we pay the 
right people for access. 
(Cova, Dalli, & 
Zwick, 2011) 
Prosumer, 
produser, 
protagonist, 
post-
consumer, 
consum-actor 
Value co-
creation 
The implications of a collaborative 
capitalism for understanding the place 
of marketing techniques in value 
creation 
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Literature Link – 
Implicit or 
Explicit 
Theory Description 
(Cova, et al., 2011). Prosumer is a 
“working 
Consumer” 
Value co-
creation 
The role of the consumer, is changing 
for many, to that of prosumer, a more 
active and constructive consumer, 
indeed a working consumer.  
(Zwick et al., 2008) Free 
Consumer 
Government “It is a form of government of 
consumers that gives birth to an 
active consumer whose independent, 
creative, and voluntary activities can 
now effectively be channelled into 
raw material for the firm’s 
commodity production.” (p. 177) 
(Terranova, 2000) Free labour 
(Consumers-
Producers) 
Autonomist 
concept of 
immaterial 
labour 
Simultaneously voluntarily given and 
unwaged, enjoyed and exploited, free 
labour on the Net includes the activity 
of building Web sites, modifying 
software packages, reading and 
participating in mailing lists, and 
building virtual spaces. 
 
2.3.5 Prosumers exist and are active across industry today 
Various industries and disciplines have recognised the existence of prosumers and are now 
applying the prosumer term to identify categories of players within their industry: 
Mental health 
Manos (1992) presents an interesting perspective that a prosumer is the result of a self-
transformation that switches the direction of help from “receiver to provider” (p. 3). 
 Chapter 2: Literature Review   Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators  
39 
Prosumers are former mental patients, graduates of various forms of living hell, transformed 
into consumers and now activated toward a variety of work roles to help others who are still 
in the first stages of defining their selves and their beings, (Manos, 1992, p. 3) 
Politics 
Hershkovitz (2012) discusses prosumption in the political sphere and expands the idea of 
prosumption to a domain in which the state itself is the producer and its citizens are the 
consumers. Prosumption is perceived as acts conducted by citizens who operate to fulfil aims 
(i.e., produce products) that traditionally have been in the purview of the state. 
Electricity smart grids 
Karnouskos (2011) discusses how the smart grid vision is moving towards a very dynamic 
and decentralized future energy network, where electricity will be produced in a distributed 
way and where customers will be not only consumers but also producers – or prosumers. 
Well known examples of prosumers in this context are those consumers who have invested in 
solar panels that not only produce electricity for their own consumption but also feed 
electricity back into the grid for consumption by others. This research focuses on some of the 
“prosumer targeted energy services” as they are the key part in several smart grid visionary 
scenarios. 
Internet & Mobile networks 
Strassner, van der Meer, O Foghlu, Ponce de Leon & Donnelly (2009) highlight the current 
limitations of the internet architecture in that it is a monolithic, and therefore brittle, single 
network that is not suited to cater for the needs of the prosumer. They instead suggest that the 
internet move to being a collection of service-aware networks that enables intelligence to be 
placed in each network. According to Strassner et al. (2009) what is needed is “architecture 
that is forward looking and supports the prosumer”.  Alcarria, Robles, Morales, López-de-
Ipiña, & Aguilera (2012) posit that particular characteristics of prosumer environments have 
a significant impact on the requirements for mobile architectures and network design. The 
nature of prosumer behaviours means that in the context of mobility, uniform access to 
resources and devices is one of the most discussed topics in ubiquitous computing-related 
work. The rise of these prosumer requirements has resulted in the large amount of work on 
 Chapter 2: Literature Review   Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators  
40 
communication middleware and the need for external services to meet the requirements of the 
connected prosumer.  
Denegri-Knott & Zwick (2012) present a qualitative study of the lived experience of “doing 
prosumption”. They look at how prosumption work in user-generated web environments, and 
how it is experienced by prosumers over time. Their research context is eBay. 
Art, Music and Media production 
Deuze (2007) discusses the increasingly participatory media culture and the convergence of 
the cultures of media production and consumption into the emerging prosumption. They 
examine its impact on practices in media professions such as journalism, advertising, 
marketing communications and public relations. 
Cole (2011) researches prosumers in the music industry who; 1) serve as beta-testers for new 
software releases; 2) design aspects of the recording program; and, 3) constantly 
communicate with companies about their own productive needs and desires. The prosumers 
are changing the nature of the industry as they argue that expensive, ‘professional’ equipment 
choices are simply unnecessary.  
Nakajima (2012) discusses prosumption in art and the contemporary trend in the art world 
since the 1990s toward blurring the line that separates artists and viewers or audiences,  
(producers and consumers), particularly zeroing in on the notion of relational art as put 
forward by the French art curator and art critic Nicolas Bourriaud. 
Sport 
Lüthje (2004) explores the sources of innovation for equipment that is used in recently-
developed sports—snowboarding, skateboarding and windsurfing. The findings reveal that 
the prosumers were always the developers of the first versions of the basic equipment in each 
of these fields and responsible for 58% of the major improvements to this equipment. 
2.3.6 The link between prosumption and access to advanced technology 
Through much of the prosumer literature, whether the reference is implicit or explicit, 
advanced technology is a key component in prosumer behaviours. Xie et al. (2008)  state that 
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the transition from consumption to prosumption is both required and facilitated by modern 
marketing practices, technology, and production methods.  
The following tables provides extracts form the literature that refers to the link between the 
prosumer and their access to advanced technology. The synthesis of this collection of extracts 
is that it highlights the link between the rise of prosumption and the increased accessibility to 
technology in the workplace and at the home. 
Table 5 Link between Prosumption and access to advanced technology 
Literature Characteristics 
(Kozinets, 
Hemetsberger, & 
Schau, 2008) 
“With the diffusion of networking technologies, collective consumer 
innovation is taking on new forms that are transforming the nature of 
consumption and work and, with it, society...” (p. 339) 
(Ritzer et al., 2009) 
 
As traditional consumption shifts to the Internet, where it is difficult 
or impossible to find traditional workers, it is increasingly clear that 
prosumption is what defines much of the Internet. 
(Ritzer & Jurgenson, 
2010)  
 
While prosumption has always been preeminent, a series of recent 
social changes, especially those associated with the internet and Web 
2.0 (briefly, the user-generated web, e.g. Facebook, YouTube, 
Twitter), have given it even greater centrality. 
(Virno, 2004) With Web 2.0 developments and prosumption/co-creation, a growing 
global workforce is said to be involved in labour that develops, 
refines and intensifies both know-how and cooperation 
(Hershkovitz, 2012) The emergence and availability of digital technologies, for example, 
cellular phones and the Internet, and the shift from a linear and 
hierarchical web (1.0) to a web based on user-generated content (2.0) 
all reflect the emergence of a new world, which requires new and 
updated descriptive concepts. 
(Woermann, 2012) It is the important and dramatic rise of social media; sites such as 
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Literature Characteristics 
Facebook and Twitter simply could not exist without prosumers. 
(Conor, 2002) There are three main factors most marketers identify in the rise of the 
prosumer: access to two-way technology, greater brand-literacy, and 
the ability to allow mass-customisation. Or alternatively, the average 
customer now wants a greater say in the products or services they 
spend their time and money on and they believe they have the tools to 
do so. 
(Alcarria et al., 
2012) 
In our view, these users, placed in the centre of device-rich 
environments, uses their smartphone to design, compose and 
configure new services with the help of creation tools. 
(Habermeier, 1990) When users are technically sophisticated, as in the case of users of 
machine tools, scientific instruments or mainframe business software, 
these users will not merely announce their requirements and make 
suggestions for product improvement, but use their specific expertise 
to actually engineer changes in the product. 
(Xie et al., 2008) Posit that the emergent orientation towards consumers as active 
value-creators reflects a confluence of theoretical and methodological 
advances on one side and trends and developments in society and 
marketing practice on the other. Thus, outsourcing of certain aspects 
of production and delivery to customers and increasing availability of 
advanced household tools are some of the factors that pave the way 
for consumer value creation. 
(Konczal, 2008) Prosumerism is powered by connectivity and interactivity and, in 
turn, drives developments to extend both. 
(Beer & Burrows, 
2007) 
The key-defining feature of Web 2.0 is that users are involved in 
processes of production and consumption as they generate and 
browse online content, as they tag and blog, post and share. This has 
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Literature Characteristics 
seen the 'consumer' taking an increasingly active role in the 
'production' of commodities. 
(Collins, 2010) The internet has changed everything. Cheap and accessible 
production software and hardware combined with the promises of 
Web 2.0 have fostered a ‘prosumer’ creative class that blends media 
consumption with production to create new works that are freely 
disseminated online. Intercreativity has never been so easy or prolific. 
(Tapscott & 
Williams, 2008) 
Prosumer communities can be an incredible source of innovation if 
companies give customers the tools they need to participate in value-
creation. 
 
2.3.7 The Prosumers are having an impact on industry. 
There is mounting evidence of the arrival of the “age of the prosumer” and the realisation of 
the predictions made by Ritzer & Jurgenson (2010) that prosumption is becoming an 
increasingly central phenomenon in contemporary culture.  
There are a number of examples in the literature where the prosumer’s influence is being felt 
such as Alcarria et al. (2012) who discuss the impact of the prosumer when placed in the 
centre of device-rich environments. In their research they observe prosumers using 
smartphones to design, compose and configure new services with the help of creation tools. 
They describe how the prosumer in the mobile environments are able to produce services that 
use the available functionalities offered by surrounding devices and nearby elements. 
Similarly Bianco (2009) discusses how in a web 2.0 world, prosumer generated content has 
proliferated, ushering in social networking and “cloud computing” as a part of everyday 
digital life. Bl ttel-Mink & Hellmann (2010) also discusses prosumers exploiting the web 2.0 
technology to establish online stores such as on eBay.  
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The literature further supports that the prosumer phenomenon is having an impact  across a 
number of industries with Humphreys & Grayson (2008) finding that prosumption does 
indeed represent a fundamental change in economic organisation. They use the distinction 
between use-value and exchange-value to further explore the normative and ethical 
implications of prosumption and the impact that it is having. 
The impact of the prosumer in the media industry is described by Deuze (2007) as:  “the old 
scripts by which media industries operated or consumers absorbed media content are being 
rewritten”. And Grinnell (2009) finds that the current advanced technological environments 
that are now more readily available are allowing consumers to “become prosumers” in both 
small and big ways and the emergence of prosumption is shifting the use of technology to 
support the individual to the use of technology to support relationships between individuals. 
But the impact that the prosumer brings doesn’t stop there. Konczal (2008) finds that 
prosumers are capable of creating market shifts. The research by Konczal (2008) identifies 
the prosumer as, a consumer who becomes involved in the design and manufacture of 
products and services so they can be made to individual specification. According to Konczal 
(2008), prosumption means consumers are no longer a passive market upon which industry 
can dump consumer goods, but a viable part of the creative process, in fact, prosumers are 
that “25 to 28 percent of consumers globally who regularly make or break products and 
brands, or create market shifts”(p. 22). 
 Comor (2011) and Ritzer & Jurgenson (2010) both support the argument that the 
contemporary world is not defined by the pre-eminence of prosumption, but rather with its 
emergence as a phenomenon that is now growing significant enough to rival production and 
consumption in importance. 
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2.4 THE DIFFERING VIEWS ON THE PROSUMER IMPACT 
This section presents examples of the different points of view in the literature on the prosumer 
with some researchers presenting the prosumer in a positive light and some highlighting the 
negative. Overall the literature does not present a unified view of the Prosumer and the full 
understanding of the prosumer is not well covered or adequately explored. The purpose of this 
section is to present the different views, as well as introducing the key points that come from 
the literature review of the prosumer topic. 
Prosumer seen in positive and negative light 
Some of the positive references to the prosumer in the literature refer to prosumption as 
‘radically disruptive, a new civilization’ (Kotler, 1986; Toffler, 1980), ‘democratizing or 
politically empowering’ (Bruns, 2008; Deuze, 2007; Jenkins & Deuze, 2008). In the same 
vein the pro-business and marketing proponents seeing the prosumer as a new opportunity 
(Prahalad & Ramaswamy, 2000, 2004; Prahalad & Venkat, 2004a, 2004c; Kozinets et al., 
2008; Tapscott & Williams, 2008). The neo-Marxists recognize the potential benefit from the 
prosumption/co-creation activities (Virno, 2004; Cova et al., 2011; Humphries & Grayson, 
2008).  However there is literature that presents the negative side of the prosumer, one clear 
example is Comor (2011) who  refers to the prosumer as being an elaborate fantasy and that 
prosumption activities are, in fact, elaborations of existing norms. 
The prosumer portrayed in a bad light 
While the majority of the literature is positive towards the prosumer there are those who 
present the negative arguments reminding scholars and practitioners of the need to proceed 
with caution. For example, according to Cole (2011), the term prosumer has yet to undergo 
vigorous academic scrutiny or investigation.  
Comor presents the negative view of the prosumer 
This section focuses on the research by Comor (2011) and this is the sole literature reference 
for this section. Comor (2011) presents the more negative view of the prosumer and he states 
that:  
“the fantastic prosumer is indeed a fantasy (at least in the context of capitalist relations 
and mediations); one originally cast by Toffler, largely unchallenged by activists, and 
now widely promoted by self-serving marketers and other interests”(p. 323).  
He also states that presenting prosumption as an institution is an important elaboration of 
what in most relatively ‘developed’ political economies constitutes a hegemonic order – one 
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in which “rule takes place through the consent or acquiescence of the ruled” (p.310). He 
further posits that the prosumer focus “mostly serves status quo interests” (p.322). 
Comor (2011) goes further to discredit the increased focus on the prosumer by suggesting that 
not all is well with the prosumer movement and more research is needed even where it may 
expose the more negative aspects of prosumption: 
 “Perhaps the largest segment of online pornography is being created by ‘amateurs’ 
who produce disseminate and consume much of their own video and photographs. 
What these and other such communities tell us about the intellectual and cultural 
capacities of the heralded prosumer is an area of research that has been (predictably) 
neglected by the concept’s enthusiasts” (p. 325) 
He finds that both the mainstream and progressive researchers are  incorrectly conceptualising 
the emergence of prosumption to be a “liberating, empowering and, for some, a prospectively 
revolutionary institution” (p.326).  
Comor: The prosumer as an elaborate fantasy 
For Comor the prosumer institutionalisation is an important elaboration and a fantasy and he 
suggests that despite the rhetoric associating prosumption with revolutionary change (see 
Kozinets et al., 2008; Tapscott & Williams, 2008), when prosumption is assessed historically, 
prosumption is not a new concept and hardly revolutionary.  
Comor presents that a critical assessment of the claims made by prosumption’s proponents 
focuses on three tendencies or “structural parameters”:  
1. We live in a political economy dominated by mediated abstractions; 
6. Hierarchical modes of organization that characterize our contemporary socio-economic 
order; and, 
7. The pervasive political-cultural condition called alienation.  
He then presents Marxist arguments that in modern capitalist political economies, individuals 
are ruled by abstractions and that prosumption, even though presented as a liberating and 
empowering institution, constitutes yet another abstraction. Comor argues that feelings of 
empowerment that are associated with prosumption are a real abstraction to the individual 
prosumer and underlying this, there are entrenched status quo relations and structures based 
on commercial exploitation.. According to Comor, over the years, various forms of resistance 
by workers have taken place but these, over the long-term, have been countered through a 
range of methods.  
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Comor suggests that the prosumers greatest challenge against the capitalist might come from 
what history shows us, in that, where tacit forms of knowledge and creativity are deemed to be 
beneficial, the trend by organisations is “towards further rationalization, standardization and 
knowledge codification through the introduction of bureaucratic processes or knowledge 
codifying technologies” (p. 316).  
Comor: Prosumers painted as targets for capitalist exploitation 
Comor presents the argument that prosumption faces an uphill battle from capitalist 
exploitation.  
Other literature also raises the potential for exploitation of prosumers and this may occur 
through more sophisticated approaches (Fuchs, 2008; Pietrykowski, 2007; Zwick et al., 2008). 
The concerns of prosumer exploitation are also echoed by Ritzer & Jurgenson (2010): 
“it appears that capitalists have found another group of people – beyond workers 
(producers) – to exploit and a new source of surplus value. In this case, capitalism has 
merely done what it has always done – found yet another way to expand” (p. 21). 
For Comor, forms of interactive participation, such as exhibited by prosumption, do not 
herald some new revolutionary change but rather reinforce the social relations upon which 
exploitation relies: “as long as private property, contracts and exchange values are dominant 
mediators of our political economy, disparities and exploitative relationships will remain 
largely unchallenged – unchallenged, at least, through the auspices of prosumption”. (p. 322). 
He presents that what is produced by the prosumer, where it is produced and who has access 
to the products being produced are increasingly the domain of private prosumer (individual or 
corporate) interests. The Comor arguments support the existence of the prosumer but he does 
not support that the prosumer and the activities of prosumption are disruptive to industry. He 
suggests that that the prosumer will struggle to survive against capitalism, and the mediating 
institutions that remain in place as they (the capitalists as well as the prosumer) will 
presumably not be divorced from considerations of efficiency and profitability and 
commercial interests.  
Comor: Prosumers portrayed as just bloggers and photographers 
In the author’s opinion what is noticeable in Comor critical review is his limited view of the 
scope of the actions of prosumers. His reference to what he calls web 2.0 prosumers are 
people who have posted a blog, updated a web page, or uploaded a photo or video within the 
past month. Comor highlights that this group constitute the minority (24%) (p. 318).  
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Comor points out that less than this number again are engaged in anything remotely 
progressive or transformative, and mostly involved in entertainment and branding activities. 
While Comor states that the prosumers do their prosuming for “less than altruistic or 
intellectual reasons” it seems that Comor’s scope of what constitutes a prosumer is too 
limiting and that especially within the enterprise environment there are prosumers who are 
intent on achieiving much more  highly altruistic and intellectual results than simply 
uploading photos. While Comor may well ask “specifically what does the prosumer get out of 
participating? Why would so many take part in co-creation activities that, ultimately, are 
exploitative and alienating?” (p. 320)  
In contrast to the views expressed by Comor the prosumer literature does present other 
evidence that the scope of the prosumer’s activities extends well beyond blogs and photos 
(Humphreys & Grayson, 2008), and that they are active across a diverse range of industries 
and areas of interests. Thus a second key point can be highlighted: 
Key Point Two:  The scope of the prosumers activities described in some of the 
literature is limited to internet users who create content such as blogs and photos while 
some literature identifies the existence of the more technically advanced prosumers who 
are undertaking prosumption in the workplace as part of their work activities.  
The prosumer portrayed in a good light 
Across the literature the prosumer phenomenon tends to be presented generally in a positive 
light, especially when looked at from the consumer’s point of view. Cooperation, self-
expression, and even freedom are terms used to describe the “new emancipating potential of 
the integration of consumers into production” (Hershkovitz, 2012).  
It would seem that the “positive” prosumption view is a continuation of previous “positive” 
interpretations of consumption, which highlight its individual or collective emancipating 
potential ( Firat & Venkatesh,1995; Hershkovitz, 2012). 
The prosumer has been presented as a source of innovation 
von Hippell (1986) presents the prosumer as a source of innovation:  
“Prosumer communities can be an incredible source of innovation if companies give 
customers the tools they need to participate in value-creation” (p. 124). 
Amongst the marketing and design schools there has been considerable debate around the role 
of the consumer in market innovation and there are generally two opposing viewpoints that 
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attempt to explain consumers’ role in market innovation: 1) consumer-led innovation; and, 2) 
market-led innovation (Baldwin et al., 2006; Von Hippell, 1986).  
There are those that suggest product design and innovation, pricing and promotion, are shaped 
by the noises coming from the street. In other words, innovation is consumer-led (Grinnell, 
2009).  
Understandably marketing and design professionals disagree Whiteley (1993) argues that 
“Consumer-led” design is a misleading term that: 
 “implies companies are following where consumers are leading; and its proponents 
admit that consumers have to be enticed to want to go to a place that they did not even 
know existed.  A more honest term for this sort of design would be ‘marketing-led,’ 
because it is marketing, not the consumer, which is the driving force.” (Grinnell, 2009, 
p. 597)  
In exploring further the important role played by prosumers, the literature reveals that some of 
the most important and novel products have been developed by prosumers – both user firms 
and individual end users who both produce and consume these innovations (Baldwin et al., 
2006; Von Hippell, 1986).  
Nearly all the most important innovations in oil refining and chemical production were 
developed by firms or user-innovators within firms (Baldwin et al., 2006). von Hippell (1986) 
found that of the most important scientific instrument innovations, users were the developers 
in about 80% of the cases. Additionally, Pavitt (1984) found that the developers of most of the 
major innovations in semiconductor processing were developed by users within British firms 
for in-house use (Baldwin et al., 2006). Shah (2003, 2006) found that the most commercially 
important equipment innovations in three sporting fields tended to be developed by individual 
users i.e. sports prosumers who both produce and consume their own sports related 
innovations. 
A third key point from the literature can be identified: 
Key Point Three:  Emerging in the literature is the phenomenon of prosumer-led 
innovation-making in the workplace domain . 
The prosumer as the lead-user     
The literature reveals that commercially attractive products tend to be developed by “lead-
users” – users that are at the leading edge of important marketplace trends, leaders in their 
industrial or professional fields who expect to obtain significant benefit from innovating 
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(Franke et al., 2006; Morrison, Roberts & von Hippel, 2000). These same lead users are later  
referred to in the literature as “user–innovators” (Baldwin, Hienerth, & von Hippel, 2006). 
The concept of the lead-user was first presented by von Hippel (2000) in "Lead Users: A 
Source of Novel  Product Concepts", where he defines lead users as members of a user 
population who: 
1) Anticipate obtaining relatively high benefits from obtaining a solution to their 
needs and so may innovate; and, 
2)  Are at the leading edge of important trends in a marketplace under study and so are 
currently experiencing needs that will later be experienced by many users in that 
marketplace.  
According to von Hippell (1986) an accurate understanding of the lead user or user-innovator 
is essential to the development of commercially successful new products and this is 
particularly the case with product categories characterised by rapid change such as “high 
technology
1” products. von Hippel (1986) posits that these lead-users are not passive 
consumers, but indeed are making a critical and important contribution to the production of 
goods and services and von Hippel makes the prediction that the lead-user or user-innovator  
will become “general in a market-place months or years to come” (p. 1). 
The lead-user or user-innovator, both described by von Hippel (1986) is both a producer and 
consumer of the innovations that they develop and by description and definition, qualify as 
prosumers. Thus a fourth key point can be highlighted: 
Key Point four: The current literature on the lead-user or user-innovator is consumer-
focused and, identifies that there are consumers who produce their own innovations. In 
much of the literature the link to the prosumer is either by definition or inference and 
the literature hasn’t fully explored a link between the lead-user and  Toffler’s prosumer.  
The prosumer is a forecaster of future needs 
von Hippel (1986) identified that lead-users are familiar with the conditions that “lie in the 
future for most others” (p. 1) and they can serve as a need-forecasting laboratory for 
marketing research. It is noteworthy for this study that von Hippel (1986) identified that the 
value of the lead-users is created because the prosumer often attempts to fill their own need 
                                                 
 
1
 The term ‘high technology’ appears regularly in the prosumer literature. It is synonymous with advanced 
technology or just technology  
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that they themselves experience, and from this they can provide new product concept design 
data.  
With lead-users producing products or services to satisfy their own needs, needs that are 
representative of the needs of the wider community of users, we start to see similarities 
between von Hippel’s lead-users and Toffler’s prosumers. Whether described as lead-users or 
prosumers or, by any other name, the literature is clear that this group of ‘consumers who 
produce’ play an important role in the development of innovation in industry.  
von Hippel (1986) recognised the value of the lead-user but this was a focus for market 
researchers seeking a source of data and inspiration for new product innovations. So 
convinced of the value of the lead-user in market research was von Hippel, that he proposed a 
four step process (p. 7) for market researchers to follow: 
1) Identify an important market or technical trend; 
2) Identify lead users who led that trend in terms of experience and intensity of 
need; 
3) Analyse lead user need data; and, 
4) Project lead user data onto the general market of interest. 
The work of von Hippel (1986) valued the lead-users as consumers with insights, knowledge 
and real experience of what product innovations were required. But the research stopped short 
of exploring if the lead-users themselves evolved into producers of their own innovations. 
Thus the fifth key point is highlighted: 
Key point five: The lead-user literature has not fully addressed if lead-users evolve into 
producers of their innovations. 
The prosumer is ahead of the game and is reaping benefits  
Further testing of the lead-user theory was undertaken by Franke et al. (2006) who looked 
further at the definition of the lead-user given by von Hippel (1986) and the two theoretical 
components of the lead-user (prosumer) characteristics:  
1) High expected benefits, and;  
2) Being ahead at the leading edge of important trends in a marketplace.  
These characteristics are important insights to highlight as they lead to a better understanding 
of what motivates prosumers. 
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Franke et al. (2006) points out that the high expected benefits component of the lead-user 
definition was derived from research on the economics of innovation and that studies of 
industrial product and process innovations have shown that the greater the benefit an entity 
expects to obtain from a needed innovation, the greater will be that entity's investment in 
obtaining a solution.  
The first element of the lead-user definition around ‘high expected benefit’ was therefore 
intended to serve as an indicator of innovation likelihood (Franke et al., 2006).  
The second component of the definition offered by von Hippel (1986) was that the lead-users 
are at the leading edge of important trends in a marketplace.  
This component of the lead-user definition was most likely included because of the expected 
impact on the commercial attractiveness of innovations developed by users residing at that 
location in a marketplace (Franke et al., 2006; von Hippel, 1986).  
Studies of innovation show that some users adopt innovations before others and some are 
strongly constrained by their real-world experience, via an effect called “functional fixedness” 
(Franke et al., 2006). For example, those who use an object or see it used in a familiar way 
find it difficult to conceive novel uses. According to Franke et al. (2006) lead-users 
(prosumers) are at the leading edge and would be best positioned to understand what will be 
needed later by many.  In other words for the prosumer their present-day reality represents 
aspects of the future from the viewpoint of those with more mainstream market needs. 
Franke et al. (2006) modified the lead-user theory introduced earlier, by presenting findings 
that supported the four following hypotheses:  
1) The higher the intensity of lead-user characteristics displayed by a user the greater the 
likelihood that the respective user yields commercially attractive innovations;  
2) The expectation of high benefits component of the lead-user construct has a positive 
impact on user-innovation likelihood;  
3) The ‘ahead on an important marketplace trend’ component of the lead-user construct 
has a positive impact on innovation attractiveness;  
4) A user's local, innovation-relevant resources have a positive impact on: 
a. The likelihood that the user innovates, and; 
b. The commercial attractiveness of the innovations that the user develops. 
Franke et al (2006) discusses the user’s local resources as being inclusive of the user’s own 
technical capability and their access to resources. In their study a clear association was found 
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between the independent variables of high benefit expected and both innovation-related 
resources, technical expertise and community-based resources.  
The prosumer uses open design spaces to innovate 
The link between the rise of the prosumer (described as user-innovators) and what motivates 
them, and their link with product innovation has been explored by Baldwin et al. (2006) who 
focused on the evolutionary journey of product innovations as they move from inception to 
commercialization.  
Baldwin et al. (2006) use the “theory of design” to model the behaviour of the prosumers and 
discuss the benefits they obtain by forming communities. They describe the design space as 
the name given to the abstract territory in which design search takes place.  
Baldwin et al. (2006) argue that it is the ‘opening’ up of these design spaces that present the 
opportunity for prosumers to do their work. The prosumers are motivated to explore a design 
space because they believe that new designs in the space can enhance the things they do. 
These design searches are undertaken by prosumers because they are motivated by their own 
desires for a better product or to solve a vexing industry or work-related problem. 
Baldwin et al. (2006) specifically focuses on innovation products that are developed by 
prosumers (described by Baldwin as ‘user-innovators’). Their research presents a model for 
product innovation that contains the following actors User-Innovators, User-manufacturers, 
User-purchasers and established manufacturers. According to Baldwin et al. (2006) 
commercially attractive products tend to have been developed by these user-innovators, those 
who seek to develop new designs for their own personal use, or in the case of firms, for their 
internal corporate benefit.  
Baldwin et al. (2006) posit that the user-innovators do not have to be paid, but are motivated 
by their own desire to achieve a better product and they seek to enhance the things that they 
do. User-manufacturers, however, are User-innovators who make copies of their designs and 
sell them to User-purchasers and it is the User-manufacturers that are often the first to enter a 
new marketplace with a new product (Baldwin et al., 2006). 
The research of Baldwin et al. (2006) identifies a separate class of user-innovators that this 
thesis links to the prosumer. Not only does Baldwin et al. (1986) lend further weight to the 
evidence of the rise of the prosumer, as a user who designs and manufactures their own 
products and services for their own benefit, but it also provides evidence of the importance of 
the role that is played by the prosumers in the development of product innovation in industry. 
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The prosumer brings universal value to industry 
Studies of five types of industrial products revealed that the fraction of users reporting 
developing or modifying products for their own use ranged from 19% to 36%, (Baldwin et al., 
2006, p. 1292). And Baldwin et al. (2011) also point out that four studies of user innovation in 
consumer products found from 10% to 38% of sampled users reporting that they had 
developed or modified products for their own use (p. 1292).  
Users with similar interests and needs often form user innovation communities, where 
members freely reveal their innovations and assist each other with innovation development 
(Franke & Shah, 2003; Hienerth, 2006). The literature suggests what motivates the prosumer 
but it also presents a strong link between the existence of the prosumer and the likelihood that 
the presence of the prosumer in the enterprise is likely to lead to opportunities for innovation. 
The current research goes a long way to link prosumers characteristics and access to resources 
with the likelihood that innovation will occur, but further questions remain. Thus key points 
six, seven and eight are highlighted: 
Key Point Six: The literature does not fully address what is the likelihood that 
prosumption activities will lead to innovations. 
Key Point Seven: The literature does not explore what are the benefits to the prosumer 
from their prosumption activities. 
Key Point Eight: The literature does not fully address how the expected benefit of 
prosumption is linked to likelihood of prosumption. 
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2.5 THE PROSUMER VIEWED THROUGH VARIOUS THEORETICAL 
CONTEXTS 
This section will introduce a number of theories that were found in the literature that provide 
some insights into the processes behind prosumption, where consumers are involved in the 
process of production. These theories may present potential for areas of further study for 
further understanding the process of prosumption. The theories introduced are Value Co-
Creation, Service Dominant Logic, Goods-Dominant Logic, Exchange, and Sharing, Theory 
of Government, Theory of Trying, Theory of Capitalism, Interest Theory, Theory of Self-
Efficacy. 
Some further explanation as to why these theories are presented here and why they may be 
considered as being relevant and helpful towards a further understanding of the prosumer: 
 Value Co-creation of value: The concept of ‘do-it-yourself’ is an integral part of the 
process of prosumption and the theory of value co-creation an important 
consideration in understanding why people prosume. This theory is explored in its 
evolution in the marketing literature and how the concept of the ‘working 
consumer’ has also been part of the evolution of the rise of the prosumer  (Lusch & 
Vargo,2006; Sheth & Uslay, 2007; Vargo & Lusch, 2004, 2008). 
 Goods Dominant Logic (GDL): The study of marketing has long presented the 
concept of GDL, but this review presents the literature that highlights the short-
comings of this theory suggesting that marketers should move toward the notion of 
co-creative value creation. They argue that marketers looking through a value-
creation lens would consider consumers as producers and consumers, rather than 
buyers who select their products (Gummesson, 2008a) .  
 Service Dominant Logic (SDL): supports the concept that there is a co-creative 
relationships between firms and customers, and while linked to the consumer 
market there is theoretical context that helps in some way with an understanding of  
the co-creative nature of the prosumer. The principles of Servie Dominant Logic 
establish a foundation that adds support for understanding the emergence of the 
prosumer, a co-creator of value and a resource integrator (Vargo & Lusch, 2004, 
2008). 
 Exchange and Sharing: The SDL literature explores how service is always 
exchanged for service through relationships.  It is worthwhile to understand this 
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reciprocal based view and how it can be applied to an understanding of the practice 
of prosumption  (Lusch & Vargo,2006; Sheth & Uslay, 2007; Vargo & Lusch, 
2004, 2008).  
 Theory of Government: This literature has the potential to help the understanding of 
the rise of the prosumer, defined in this literature as “free consumers” suggesting 
they came about as a result of strategic corporate practices of consumer government 
that now operate (Zwick et al., 2008).  
 Theory of Trying: This literature presents the theory that prosumption is a 
subjective trying process where people attempt to fulfil perceived roles and create 
ideal self-images. They address prosumption as a “value driven trying process” and 
that this relates to the underlying processes of people’s choice of whether or not to 
prosume (Xie et al, 2008). 
 Theory of capitalism: The literature in this context suggests that that we must look 
at prosumption in the context of the capitalist economic system in which it is 
embedded. Examples of prosumption given include the purchasers of Ikea products 
that buy components and build their own furniture to design (Ritzer et al., 2009). 
 Theory of Interest: There is potential for the Interest Theory to increase the 
understanding of the motivation to prosume (Sansone & Thoman, 2005). 
 Theory of Efficacy: This theory presents that self-efficacy increases the inclination 
to prosume. In that the inclination to engage in a given behaviour is strongly 
influenced by the confidence one has in the ability to perform the behaviour 
(Bandurra, 1977, 1982). 
These theories are explored further and discussed below with the objective of assisting in a 
greater understanding of the prosumer, their behaviours and what may contribute to their 
propensity to prosume. 
2.5.1 The prosumer as a co-creator of value 
Prosumption, says the customer, is an integral part of the production system and that the 
borderline between supplier and customer has been at least partly erased (Gummesson, 
2008a). It is not new, Gummesson (2008a) reminds us, that “do-it-yourself’ is a big market 
and “IKEA has built 60 years of unbroken success on customers doing transportation and 
assembly jobs”. (p. 461). 
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Despite the importance of the prosumer in the production process, as presented by 
Gummesson (2008a), the marketing industry itself, defines marketing as “marketing delivers 
value to customers and manages customer relationships”(p. 461).  
It would seem that marketing remains locked in a mindset of what Gummesson calls “the 
supplier/customer and active/passive trap” (p. 461). In stark contrast, the marketing research 
literature on service-dominant logic (SDL) reveals support for the notion that the customer 
can be a prosumer and co-creator of value. The reality of this condition is progressively being 
demonstrated both in practice and theory (Gummesson, 2008a). 
In the field of marketing research, two important theories are Prahalad’s value co-creation 
paradigm and Vargo and Lusch’s service-dominant logic of marketing (Prahalad & 
Ramaswamy, 2000, 2004; Prahalad & Venkat, 2004a, 2004c; Vargo & Lusch, 2004, 2006a, 
2006b; Vargo et al., 2008; Xie et al., 2008). 
There is some debate among marketing scholars over the merits of these two marketing and 
management concepts. Evidence exists that with the rise of the prosumer – when the roles of 
consumer and producer become blurred – that the existing thinking is being challenged 
conceptually and politically and that there is a lot at stake with this prosumption disruption.  
According to Cova et al. (2011): 
 “economic concepts of value, ownership, consumption, and production need to be 
redefined, and political ideas of the relationship between the social and the economic 
require addressing in the age of cognitive, or as we call it, collaborative capitalism.” 
(p. 231).  
2.5.2 The evolution of value co-creation logic in marketing 
The study of marketing has long been grounded in the ‘exchange’ with a focus on the trading 
of goods and services and this concept has guided marketing research (Sheth & Uslay, 2007).  
The adopted practice has been market segmentation, placing consumers into segments and 
marketing to the particular needs of those segments (Beckett & Nayak, 2008). According to 
Vargo & Lusch (2004), the historically dominant theory in marketing has been Goods-
Dominant logic (GDL) and under this logic the meaning of value refers to value-in-exchange, 
such that marketing is seen as a process of “exchange of units output” and “exchange of 
output embedded with value” (Vargo & Lusch, 2006a, p. 48).  
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Pervasive in this approach is the context of the consumer being a passive actor in the 
consumption of the value propositions offered by the marketer. According to De Marez, 
Lieven & Verleye (2004) these marketing practices guided by GDL fail in the complex and 
competitive markets that organisations are facing today. 
Sheth & Uslay (2007) and Vargo & Lusch (2004) suggest that, in response to the 
shortcomings of GDL, marketers should move toward the notion of co-creative value 
creation. They argue that marketers looking through a value-creation lens would consider 
consumers as users, rather than buyers who select their products.  
This extends the traditionally held views of value-in-exchange and Sheth & Uslay (2007) 
extends the notion of value creation further to suggest marketers consider value co-creation. 
Prahalad & Ramaswamy (2004) suggested value is not created for consumers but is rather co-
created with consumers. This value co-creation is a theory published by early management 
scholars Prahalad & Ramaswamy (2000, 2004) and Prahalad & Venkat (2004c). The theory of 
value co-creation determines that the production of value that takes place, increasingly via the 
interaction between firm and consumer, is the outcome of both collaborating in manufacturing 
products and services (Cova et al., 2011).  
2.5.3 Value co-creation theory aligns with the prosumption context  
The theory of value creation adds support to the prosumer concept in that value creation 
activities undertaken by the prosumer result in the production of products they eventually 
consume and become part of their consumption experiences. This is consistent with the notion 
of “value co-creation” also presented by Vargo & Lusch (2006b, p. 284) which has two 
components:  
1. The first is value-in-use in that “value can only be created with and determined by the 
user in the consumption process and through use.”  
2. The second is co-production in that “It involves the participation in the creation of the 
core offering itself. It can occur through shared inventiveness, co-design, or shared 
production of related goods, and can occur with customers and any other partners in the 
value network.” (p.284). 
Ritzer et al. (2009) correctly point out that value co-creation is not historically new; rather, by 
recognising that consumption and production are two sides of the same coin, co-creation is 
intrinsic to all forms of capitalist and non-capitalist economies.  
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However the advent of Web 2.0 has provided the fertile ground for the rapid growth of the 
prosumers and in a Web 2.0 world, the activities of the prosumers (or the activity of value co-
creation) has been brought to the centre of a firm’s economic value creation (Cova et al., 
2011).  
Evidence in the literature exists that value co-creation has been having considerable impact on 
the ways that firms design their customer management strategies, with some even re-
designing traditional approaches. 
“Today the customer is in charge and whoever is best at putting the customer in 
charge makes all the money.” 
(Stephen F. Quinn, Senior Vice President for Marketing,Wal-Mart quoted in (Zwick et 
al., 2008)) 
“Consumers wrest control away from brand management control freaks . . . get over it. 
Turning your brand over to the consumer is taking control – and in fact, if you do, 
they’ll return it to you in better shape.” 
(Russ Klein, President for global marketing, innovation and strategy, Burger King, 
quoted in (Zwick et al., 2008)) 
Cova et al. (2011) points out the limitations of applying the theory of value co-creation to 
prosumers as it requires the strategic institutionalisation of control over consumers and 
markets. In the context of the prosumers, this form of control won’t be able to be achieved (p. 
232). Cova et al (2011) describe Web 2.0 as the “ground zero” for making processes of 
production and consumption indistinguishable (p. 234). Web 2.0 represents the new means of 
co-production and in essence has brought about new forms of labour. In fact, Terranova 
(2000) refers to this as the ‘free labour’ of consumers–producers (prosumers), which is 
simultaneously voluntarily given and unwaged, enjoyed and, perhaps even exploited (Ritzer 
& Jurgenson, 2010).  
2.5.4 The value co-creation theory sees the Prosumer as a working consumer 
Within the literature, the discussion of value co-creation makes it clear that not only is the role 
of the firm changing from that of an autonomous and proprietary source of value to one of 
enabler and resource provider for value co-production, but also the role of the consumer, is 
changing for many, to that of prosumer, a more active and constructive consumer, indeed a 
working consumer (Cova et al., 2011). 
In support of value co-creation Vargo & Lusch (2008) suggest that value obtained in 
conjunction with market exchanges cannot be created unilaterally but always involves a 
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unique combination of resources and an idiosyncratic determination of value and thus the 
customer is always a co-creator of value (p. 8) . 
Sheth & Ulsay (2007) summarise reasons in support of the need for a broader marketing 
concept, namely value co-creation, including that the current conceptualisation:  
1. Overlooks marketing’s social impact and is too focused on business outcomes; 
2. Fails to recognise/reflect complex network interactions; 
3. Neglects the value of marketer-customer interactions; and,  
4. Is limited to a focus on the buyer-seller relationship. 
2.5.5 Service-Dominant Logic Theory 
Adding further support to the concept of co-creative relationships between firms and 
customers is service dominant logic (SDL) (Lusch & Vargo,2006; Sheth & Uslay, 2007; 
Vargo & Lusch, 2004, 2008). 
Vargo & Lusch (2004) present eight foundational premises (FPs) for SDL and further 
extended this to ten FPs in  Vargo & Lusch (2008): 
(FP1) Service is the fundamental basis of exchange; 
(FP2) Indirect exchange masks the fundamental nature of exchange; 
(FP3) Goods are a distribution mechanism for service provision; 
(FP4) Operant resources are the fundamental source of competitive advantage; 
(FP5) All economies are service economies; 
(FP6) The customer is always a co-creator of value; 
(FP7) The enterprise cannot deliver value, but only offer value propositions; 
(FP8) A service-centred view is inherently customer oriented and relational; 
(FP9) All economic and social actors are resource integrators; and, 
(FP10) Value is always uniquely and phenomenologically determined by the beneficiary. 
Source: (Vargo & Lusch, 2008). 
Vargo & Lusch (2008) posit that the continuous evolution of SD logic can serve as the new 
mentality of marketing theory. A significant contribution from Vargo & Lusch (2004) was the 
revision of the meaning of value creation as value-in-use that is, ‘there is no value unless it is 
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used by customers’. A further iteration extended this meaning to ‘value in context’ to reflect 
the idea that value is always co-created and determined by a customer depending on a given 
context (Vargo & Lusch, 2006b, 2008).  
2.5.6 Prosumers create their own value as “sole creators of value” 
While these theories recognise the essential roles of the consumers in value co-creation there 
is still debate in the literature, for example, such as Grönroos (2006) who points out that there 
is a need to recognise customers as value-creators in the value-creation process. Grönroos 
(2006) also argues that customers can be the “sole creator of value‟ (Grönroos, 2006, p. 324). 
The notion he is supporting is that while firms can actively engage in customer’s value 
creation processes and create value for customers, customers can also create value for 
themselves such as by initiating the development of new resources (Grönroos, 2009b). 
This view is further supported by Baron & Harris (2008) who outline that consumers can be 
resource integrators through consumption and co-consumption. 
2.5.7 Service Dominant logic gives perspectives on the prosumer 
The SDL gives a perspective that provides guidance to marketing theory and practice (Lusch 
& Vargo, 2006, 2008; Maglio, Vargo, Caswell & Spohrer, 2009;  Vargo & Lusch, 2006b; 
Vargo et al., 2008). 
It is clear from the FPs of Vargo & Lusch that SDL is concerned with the concepts of service 
and value. SDL presents that service is always exchanged for service and that in every case 
value is co-created. How value is linked to service is that value creation is then a function of 
this primary exchange of service. And when value creation occurs in this service exchange it 
is always a process of “value-co-creation”. According to Lusch & Vargo (2006, 2008) and 
Vargo & Lusch (2004) service refers to “the application of competences for the benefit of 
another entity or the entity itself”, and co-creation of value refers to “value-in-use”, which is 
determined through application. The FPs of Vargo & Lusch (2008) establish a foundation that 
adds support for understanding the emergence of the prosumer, a co-creator of value and a 
resource integrator. 
2.5.8 Assessing the notion of Service-for-Service Exchange 
Vargo & Lusch (2006a) claim that a shift to a more service-centred model of marketing is 
needed with the notion being that service is always exchanged for service through 
relationships, Vargo & Lusch (2006a, 2008). Therefore SDL sees value creation as a 
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relational process where there is an exchange of ‘service-for-service’(Vargo & Lusch, 2006a; 
Vargo et al., 2008). 
But this notion infers that in a ‘service-for-service’ exchange that all parties are both value-
creators and value beneficiaries (Lusch & Vargo, 2006).  
When it comes to the study of value creation, the literature highlights the importance of   
service. Service is considered more fundamental than relationship and Vargo & Lusch (2006a, 
2008, p.1) find that “service is a process of the co-creation of reciprocal value, where the 
output of an entity is viewed as an input into a continuing process of resource integration”.  
The introduction of this reciprocal process-driven view is a new approach and differs from the 
value-in-exchange view of GDL where value is created through exchange of units of output 
(Lusch & Vargo, 2006). 
At the core of SDL, therefore, is this concept of service and “service for service” exchange 
and this shifts the debate from goods and services to value, value creation and value co-
creation. This service centric view is supported elsewhere in the literature, Grönroos (2009a, 
2009b). Service centric logic enables marketing to go beyond conventional marketing 
framework and models (Ballantyne & Varey, 2008; Gummeson, Lusch & Vargo, 2010; Lusch 
et al., 2010). 
For the study of the prosumer there are limitations with the reciprocal-based view and how it 
currently copes with the practice of prosumption, for example, in situations where the 
prosumption may be non-reciprocal or reciprocal. In its current form the SDL has a service-
centric view that refers to a service-for-service exchange, which is both process driven, and 
focused on reciprocity. Thus key point nine is highlighted. 
Key Point Nine: What is needed is an approach that deals with sharing, with or without 
reciprocity or service-for-service exchange between service providers, consumers and 
prosumers.  
2.5.9 The prosumer need for sharing (non-reciprocity) 
Ritzer et al. (2009) presents that the prosumers often seem quite happy about prosuming 
claiming that it is quite clear that they not only gain emotionally but they also gain in a wide 
range of material ways. For instance, some bloggers will profit economically from sales and 
ad revenues while others may benefit from lower prices because they are not paid for what 
they do (Anderson, 2009). Anderson (2009) claims that the prosumers willingness to work for 
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no pay is met with, perhaps even induced by, the availability of a series of products offered 
free of charge. Some examples provided are Amazon book reviews or Google free services 
such as Gmail. 
But what about the scenarios where prosumption occurs when there is no exchange and the 
process is non-reciprocal? Consideration of how SDL could be applied in relation to non-
reciprocal arrangements such as the sharing offered and when this is undertaken by the 
prosumer is needed. 
Certainly the service-centric component is a necessary element in the value-creation process. 
Further research on the consideration of the applicability of SD logic in relation to non-
reciprocal prosumption, would be useful. 
Vargo & Lusch (2006a) also addressed the notion of resource integration, which is reflected 
in their additions of FP9: ‘all economic and social actors are resource integrators’. This 
opened the recognition of the role played by individuals but it still falls short by not 
considering the value created by sharing experiences. 
Belk (2010) highlighted the importance of sharing and he defined it as “the act and process of 
distributing what is ours to others for their use, and/or the act and process of receiving or 
taking something from others for our use” (Belk, 2010, p. 717). While sharing is not 
considered in SDL, the work of Belk could be extended to explore how and if sharing, such as 
the prosumer sharing their experience or the services that they have produced, would fit as a 
form of resource integration when considered in the context of non-reciprocity. 
The limitation with SDL (in the context of the prosumer) means that it is bound to the 
reciprocal focus as if without reciprocity the logic somehow is not complete or out-of-
balance. According to SDL, firms will always facilitate value creation with consumers, by 
focusing on resource integration and competencies to elevate the value proposition - that 
which serves to enhance the value that consumer receives in return (Vargo & Lusch, 2004). 
But this assumes some level of symmetry – that is, the desire of the firm for value-creation is 
symmetric to the desire of the consumer for value-creation.  
What needs to be explored further is whether for some prosumers there are asymmetric 
desires and whether symmetry may not always be present or in some way be imbalanced. The  
SDL does not appear to consider this as a possibility (Vargo & Lusch, 2006a). 
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To search for any consideration that SDL would support asymmetric considerations in the 
context of value-creation and exchange, the SDL literature reveals thinking on efficiency. 
Vargo & Akaka (2009) acknowledge that firms often set their priorities based on “efficiency 
for the benefit of the focal service system” (Vargo & Akaka, 2009, p. 40), this alludes to an 
asymmetric self-focus on achieving efficiency for the firm without consideration of any 
similar benefit to the consumer.  
This may well support asymmetry and the notion that the value exchange between actors can 
accommodate sharing even by one party to the other with no reciprocity or symmetrical value 
creation. Interestingly Grönroos (2009a) highlights that the value to the consumer in the use 
of a service is about becoming ‘better off’ (Grönroos & Ravald, 2011, p. 7) and this notion 
would allow SDL, in the context of the prosumer, to allow entry of the notion of “better off” 
as a supply-side value-creation element, and as such a value-creation element without 
reciprocity (Grönroos & Ravald, 2011; Gummesson, 2008, 2008b; Gummesson et al. 2010). 
If this be the case, then the SDL would allow for entry of the prosumer as a legitimate actor to 
be considered in the process of value-creation and exchange, based on the foundations of 
asymmetrical sharing and non-reciprocity. 
Key point ten is highlighted: 
Key Point Ten: The literature has not fully addressed the phenomenon of non-reciprocal 
prosumption. 
2.5.10 The prosumer need for interaction 
Grönroos (2006) presents interaction as a more appropriate focus beyond exchange and he 
presents that there has not been enough focus on interaction as an important component of the 
“service-for-service” relationship. 
Grönroos (2006) suggests that value creation is based on service-for-service interaction, and 
makes the case that interaction should be a substitute for exchange theory. Grönroos (2006) 
argues that a firm perspective would place more focus on service-for-service exchange while 
a customer-centric view would focus on service-for-service interaction. He also argues that 
value creation is a process of service-for-service interaction, where the notion of interaction 
refers to activities that two or more parties take, reflecting mutual or reciprocal actions that 
influence the course of each other’s value creation processes.  
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What is worth highlighting is that Grönroos (2006) points out that there is a need to recognise 
customers as value creators in the value-creation process, which is something often not given 
enough focus as much of the literature is firm or marketing-centric. That is, while firms can 
actively engage in customers’ value creation processes and create value for customers, 
customers can also create value for themselves (Grönroos, 2009a).  
In the context of the prosumer, this recognition of consumer-generated value is particularly 
relevant as the prosumers set about creating value independent of the enterprise. Baron & 
Harris (2008) draw closer to the prosumption concept by presenting that consumers can be 
resource integrators through consumption as well as through co-consumption.   
This provides evidence of further limitation to the current SDL and thus another key point is 
identified: 
Key Point Eleven: Much of the literature on Service Dominant Logic is firm-centric or 
marketing-centric with the consumer in mind and may not fully consider the prosumer 
that can create value independent of the enterprise. The marketing-centric literature 
could do more to recognise that prosumers play active roles as initiators in the value-
creation process.  
2.5.11 The prosumer as the initiator of value-co-creation 
The active role of the consumer in value-creation was highlighted by Vargo & Lusch (2004) 
who used the term value co-production to underpin firm-customer relationships, and this was 
seen as complementary to the notion of service centricity through service-for-service 
exchange.  
However, Bolton et al. (2004) and Peñaloza & Venkatesh (2006) suggested this work did not 
go far enough in that it stopped short in recognising the active role of the consumer as 
“resource integrators” in the value-creation process. Orahalad & Ramaswamy (2004) 
suggested further work was needed to understand how customers engage themselves in the 
value-creation process. Vargo & Lusch (2006a) respond with an update to their work, moving 
from value co-production to value co-creation, suggesting value is always co-created, and that 
value-creation refers to co-production and co-creation of value (Lusch & Vargo, 2006).  
Later, they proposed FP9 that considered: ‘all social and economic actors to be resource 
integrators’ (Vargo & Lusch, 2004, 2008). The notion being that service has no value unless it 
is used or consumed by a consumer and that customers are value co-creators in a value-
creating process. However critical reviews by Grönroos (2009a) and Grönroos & Ravald 
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(2011) argue that value co-creation requires further clarification and development, and that 
FP6 and FP9 are “too simplistic”. According to Grönroos & Ravald (2011) the concept of 
customers being co-producers of resources with firms is clear while the concept of customers 
being co-creators of value seems less so.  
Grönroos & Ravald (2011) suggest that to better understand value co-creation, it is essential 
to undertake further analysis of the scope, content and nature of value co-creation and of the 
roles of suppliers and customers in a service logic based view of value creation (Grönroos & 
Ravald, 2011, p. 4).  
2.5.12 The limitations of the Service Dominant Logic  
The notion of the prosumer has been used in Service-Dominant logic to highlight that 
consumers are endogenous members of a value network (Gummesson, 2008b; Lusch & 
Vargo,2006). 
As Gummesson (2008a, p. 461) suggests, “within the service-dominant logic the customer is a 
prosumer and co-creator of value”. In the value co-creation literature of Prahalad & 
Ramaswamy (2000, 2004) and Prahalad & Venkat (2004a, 2004b, 2004c), there is a 
recognition of the attention to customer’s roles and personalised experiences in value co-
creation. In subsequent iterations of their 2004 research on the foundations of SDL, Vargo & 
Lusch (2006a) replaced the concept of “value co-production” with “value co-creation” and 
suggested that a value co-creation mindset is essential to underpin the firm and customer 
value creation relationship.  
The literature is focussed on firm-initiated value co-creation such as with firm-2-firm 
relationships while consumer-initiated value creation is largely overlooked in SDL. It is 
recognised that not every consumer is a prosumer and not every consumer wishes to make the 
effort to engage extensively in co-creation processes (Macdonald & Uncles, 2007).  
The literature on co-creation does reveal a process where a consumer becomes prosumer – 
when some consumers may not be satisfied with a standard product, instead they engage in 
the effort required for personalisation that potentially leads to greater value for them, and 
which may benefit not only the firm, but other consumers as well. The literature suggests that 
this occurs and that dissatisfied consumers do initiate such behaviour and expend effort that is 
engaging in co-creation activity (Gruen, Osmonbekov, & Czaplewski, 2006; Macdonald & 
Uncles, 2007). 
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SDL presents this ‘service-for-service’ relationship that needs to go beyond exchange, and 
toward interaction, or integration, to further recognise prosumer’s roles as the initiators and 
joint participants in the value co-creation process. It is apparent in the literature that the SDL 
research overlooks the prosumer’s role in terms of taking initiative in creating value in the 
SDL ‘service-for-service’ relationship. 
2.5.13 Summary of the limitations of SDL in the context of the Prosumer 
The early theory of value co-creation requires the strategic institutionalisation of control over 
consumers and markets. In the context of the prosumers, this form of control won’t be able to 
be achieved. 
There are limitations with the reciprocal-based view and how it currently copes with the non-
reciprocal practice of prosumption. In its current form, the SDL has a service centric view that 
refers to a service-for-service exchange, which is both process driven, and focused on 
reciprocity. As is pointed out by Belk (2010), what is needed is an approach that deals with 
sharing, without reciprocity or service-for-service exchange between service providers, 
consumers and prosumers.  
The current SDL needs to go further than exchange to consider integration as well as 
recognising that prosumers play active roles as initiators in the value-creation process 
(Grönroos, 2006). 
In the context of the prosumer the SDL has a limitation in that it falls short of developing an 
understanding of the prosumer-initiated value-creation. 
2.5.14 Theory of Government 
Zwick et al. (2008) suggests that firms are redesigning customer management strategies using 
what was originally referred to as referred to as “Government”. Cova et al. (2011) explains 
this as:  
“Marketing govern-mentality, then, aims at constructing consumers as partners in 
mutually beneficial innovation and production processes. Yet, by doing so, companies 
are not only exploiting consumer labour but are also reducing the risk of consumer 
behaviour evolving in ways other than those desired by the company” (p. 232). 
Zwick et al. (2008) challenges the marketing norms of value co-creation claiming that it 
stands for a “notion of modern corporate power that is no longer aimed at disciplining 
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consumers and shaping actions according to a given norm, but at working with and through 
the freedom of the consumer” (p. 163).  
Zwick et al. (2008) suggest that administering prosumption needs to occur in ways that allow 
for “the continuous emergence and exploitation of creative and valuable forms of consumer 
labour”, which in their view is “the true meaning of the concept of co-creation”. This work 
challenges value-creation and SDL suggesting these have more to do with  
“a need to reconfigure marketing as a technology of consumer exploitation and control 
suitable for the complex machinations of global information capitalism than with a 
concern for increasing ‘customer value” (p. 166). 
Zwick et al. (2008) implicitly reference the prosumer as “free consumers” suggesting they 
came about as a result of strategic corporate practices of consumer government that now 
operate. In their view the co-creation paradigm represents an attempt to establish a specific 
form of government, in the sense proposed by both Foucault (1991) and Burchell, Gordon & 
Miller (1991), “to bring about particular forms of life in which consumers voluntarily provide 
unwaged and exploited, yet enjoyed labour”.  
Zwick et al. (2008) present the notion of co-creation representing a sophisticated technology 
of government of consumers, where the surplus value generated is based on the appropriation 
of the creative work of the networked and socially cooperative free consumer. 
2.5.15 Theory of Trying 
Xie et al (2008) believe that prosumption is a subjective trying process where people attempt 
to fulfil perceived roles and create ideal self-images. They address prosumption as a “value 
driven trying process” and that this relates to the underlying processes of people’s choice of 
whether or not to prosume. They draw on two frameworks, the Value Framework (Homer & 
Kahle, 1988) and the Theory of Trying (Bagozzi & Warshaw, 1990) to address how the 
values a person holds are related to prosumption propensity, through their links to various 
components in the theory of trying. 
The Theory of Trying suggests that much behaviour is subject to impediments both internal 
and external to a consumer. Therefore, such behaviours or goals are considered problematic 
by the decision maker as to their outcome or success. Under such conditions, people are 
thought to approach decision-making from the viewpoint of attempting to achieve a 
behavioural goal. Differing from traditional attitudinal theories, the theory of trying 
conceptualizes attitudes toward acts as having three components, corresponding to three 
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classes of outcomes or happenings typical of goal pursuit: 1) trying and succeeding; 2) trying 
and failing; and, 3) the process of striving itself (Bagozzi & Warshaw, 1990; Xie et al, 2008).  
Xie et al. (2008) determined that the propensity towards prosumption was especially found to 
be a function of attitude toward success, attitude toward the process, and self-efficacy. They 
linked the process of prosumption to the theory of trying by stating that:  
“Prosumers use operand and operant resources to create desired products, and it is 
likely that they will experience impediments due to time, economical and 
technological constraints, and insufficient skills. It therefore seems promising to 
describe prosumption as a process of attempting to accomplish goals through the 
initiation and coordination of multiple activities. Prosumers also try to create their 
own subjective experiences” (p.112). 
According to Xie et al. (2008), many of the characteristics of prosumption suggest that the 
Theory of Trying provides a good conceptualisation of what mechanisms might be at work in 
the prosumption process:  
“Whereas purchase decisions mostly are subject to financial and time constraints, 
prosumption in addition involves uncertainties with respect to whether alternative 
paths of action will lead to success or failure. After all, a prosumer may be uncertain 
about his or her ability and sustained motivation to carry out various acts of 
prosumption as well as whether planned steps will proceed unhampered.” (p.113). 
2.5.16  Theory of Capitalism 
Ritzer et al. (2009) suggest that that we must look at prosumption in the context of the 
capitalist economic system in which it is embedded. Examples of capitalist orientated 
businesses that are leveraging the opportunities that the prosumers present are: McDonald’s, 
IKEA, Amazon.com, eBay, Google, and Facebook with Wikipedia as an exception. Chia 
(2012) provides some insight into this in the context of the prosumer on the internet by stating 
that the prosumers are existing: 
“Between mediated life worlds and corporate pocketbooks. This is the scene of 
contestation and complicity, where subjects’ consumptive energies on discrete social 
media platforms are milled through a digital ecosystem to be repurposed through a 
variety of monetization schemes, for which contextual advertising is only a small part. 
This is the scene of ambition and ambivalence, where subjects in post-Fordist and 
post-crunch economies engage in a (rigged) game of cyber- entrepreneurship and feel 
empowered to sell their productive energies in the digital marketplace”. (p. 424).  
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Ritzer et al. (2009) includes a warning about capitalist interests eventually targeting 
prosumers: 
“While the Internet is still contested by “cyber-libertarianism” and is not yet 
dominated completely by capitalist interests, it is very difficult in this day and age to 
bet against capitalism and the likelihood of its control over the Internet and over the 
prosumers who operate in that domain. If this is the case in the digital world, it is 
certainly much more the case in the more material domains in which prosumers are 
increasingly prevalent ” (p. 389).  
2.5.17 Interest Theory 
There is potential for the Interest Theory to increase the understanding of the motivation to 
prosume. Sansone & Thoman (2005) found that people are intrinsically motivated when their 
behaviour is motivated by the anticipated, actual, or sought experience of “interest.” They 
define interest as a phenomenological experience involving both cognitive and affective 
components.  
Further, the literature supports the experience interest as a the more proximal motivator for 
persistence and subsequent engagement, particularly for activities that take place over the 
long term (Harackiewicz, Barron, & Elliot, 1998).  Therefore a reason interest is important to 
prosumer goal striving is because it influences which activities individuals choose to do and 
how long they choose to do them (Lepper & Henderlong, 2000). 
Further evidence of the importance of interest comes from Silvia (2008) who found that 
interest’s function is to motivate learning and exploration, key activities of the prosumer. By 
motivating the prosumer to learn for its own sake, interest ensures that the prosumer will 
develop a broad set of knowledge, skills, and experience, all necessary antecedents to support 
the process of prosumption. 
Silvia (2008) highlights the benefits from motivating the prosumer, but the literature stops 
short of identifying what are the variables that would motivate the prosumer. 
Therefore key point twelve has been identified: 
Key Point Twelve: The literature doesn’t fully explore what motivates the prosumers 
towards doing prosumption behaviours. 
Eccles & Wigfield (2002) highlighted that there had been a recent upsurge in the concept of 
interest (Alexander, Kulikowich, & Jetton, 1994; Hidi & Harackiewicz, 2000; Schiefele, 
1999).  These researchers differentiate between individual and situational interest. Individual 
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interest is a relatively stable evaluative orientation towards certain domains; situational 
interest is an emotional state aroused by specific features of an activity or a task (Eccles & 
Wigfield, 2002).  
According to Schiefele (1999) there are two aspects or components of individual interest that 
are distinguishable: 1) feeling-related; and, 2) value-related valences.  
Feeling-related valences refer to the feelings that are associated with an activity e.g. 
involvement, stimulation, or flow. Value-related valences refer to the attribution of personal 
significance or importance to an activity.  
Differentiating between these two valences is important because some individual interests are 
likely based primarily on feelings, whereas other interests are more likely to be based on 
personal significance (Eccles and Wigfield, 2002). 
In the research of prosumption a focus on interest that is closer to the “situational” definition 
as opposed to “individual” is probably more appropriate, even though the interest of the 
prosumer will not be derived solely by situational factors. In prosumption the experience of 
interest will be a dynamic state that arises through an ongoing transaction among the 
prosumers’ goals, activity characteristics, personal traits and the surrounding context 
(Sansone & Thoman, 2005).  
The following diagram (see Figure 2) from Sansone & Thoman (2005) illustrates the role of 
the interest experience in the process of monitoring and evaluating motivation. Once engaged 
in an activity the prosumer will consider (not always consciously) whether there is sufficient 
reason to continue. If the experience is interesting and involving (intrinsically motivating), the 
prosumer will continue to perform the activity as is. If uninteresting, the prosumer will 
consider whether there are sufficient extrinsic reasons to perform the activity anyway. If not, 
they will most likely quit (Sansone & Thoman, 2005).  
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Figure 2 The role that interest plays in the process of monitoring and evaluation motivation (Sansone & Thoman, 
2005) 
 
 
If however, there are sufficient reasons to continue, the prosumer has two choices:  
1. Continue to perform the uninteresting activity as is, holding on for as long as they can, 
and hopefully till the goal is reached. This is the path addressed in many self-regulation 
models, and Sansone & Thoman (2005) posit that more autonomous forms of extrinsic 
motivation (e.g., personal value rather than extrinsic reward) will result in greater 
persistence in this case. 
 Chapter 2: Literature Review Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators 
 73 
2. Continue to perform the uninteresting activity, but actively change how it is performed, 
using strategies to make performance more interesting. Thus, extrinsic factors can 
paradoxically lead to greater intrinsic motivation if they motivate use of interest-
enhancing strategies. The activity itself may no longer be identical to the one with which 
the person began, however, if these strategies are now seen as part of the activity 
(Sansone & Thoman, 2005). 
Sansone & Thoman (2005) use this model to suggest that the following predictions could be 
made:  
a. Individuals should regulate interest primarily when initial interest is low but 
the activity is still perceived as worthwhile; 
b. The particular type of strategy used by a person to regulate interest should 
differ as a function of the person, the task, and the surrounding context; 
c. The consequences of using these strategies should generally include a greater 
likelihood of choosing, persisting, or resuming the worthwhile activity, though 
this may vary as a function of how well a particular strategy works in creating 
or maintaining interest;  
d. A further potential consequence is that the strategies may change how the 
activity is performed, and ultimately the activity itself; and, 
e. One should expect interest regulation to differ as a function of individual 
differences and in terms of development.  
 
2.5.18 Theory of Self-efficacy 
Xie et al. (2008) presents that self-efficacy increases the inclination to prosume. This is based 
on the research of Bandura (1977, 1982) that found the inclination to engage in a given 
behaviour is strongly influenced by the confidence one has in the ability to perform the 
behaviour. 
Bandura (1997) proposed a social-cognitive model of motivation focused on the role of 
perceptions of efficacy and human agency. Bandura defined self-efficacy as individuals' 
confidence in their ability to organize and execute a given course of action to solve a problem 
or accomplish a task. He characterized it as a multidimensional construct that varies in 
strength, generality, and level (or difficulty). Thus, some people have a strong sense of self-
efficacy and others do not. Some have efficacy beliefs that encompass many situations, 
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whereas others have narrow efficacy beliefs. Some believe they are efficacious even on the 
most difficult tasks, whereas others believe they are efficacious only on easier tasks (Eccles & 
Wigfield, 2002). 
Self-efficacy theory is an important component of Bandura (1986a, 1986b) and Bandura & 
Cervone (1986). It is based on social-cognitive theory, which suggests that an individual's 
behaviour, environment, and cognitive factors (i.e. outcome expectations and self-efficacy) 
are all highly inter-related. Bandura defined self-efficacy as “a judgment of one's ability to 
execute a particular behaviour pattern.” (Bandura, 1977, p. 240).  
This definition was further expanded by Bandura & Wood (1989) when they suggested that 
self-efficacy beliefs form a central role in the regulatory process through which an 
individual's motivation and performance attainments are governed. Self-efficacy judgments 
also determine how much effort people will spend on a task and how long they will persist 
with it (Staples, Hulland & Higgins, 1998).  
People with strong self-efficacy beliefs exert greater efforts to master a challenge while those 
with weak self-efficacy beliefs are likely to reduce their efforts or even quit (Staples et al., 
1998). Bandura’s self-efficacy theory suggests that there are four major sources of 
information used by individuals when forming self-efficacy judgments (see  Figure 3).  
 
Figure 3: Self-Efficacy theory Bandura (1977) 
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The four major sources are listed below in the order of the strength with which they impact 
the formation of self-efficacy judgements (Bandura, 1986a, 1986b; Bandura et al.,1989; 
Bandura & Cervone, 1986): 
1. Performance accomplishments - personal assessment information that is based on an 
individual's personal mastery accomplishments (i.e., past experiences with the specific 
task being investigated). Previous successes raise mastery expectations, while repeated 
failures lower them;  
2. Vicarious experience - gained by observing others perform activities successfully. 
Sometimes this is also referred to as modelling and it can generate expectations in 
observers that they can improve their own performance by learning from what they have 
observed;  
3. Social persuasion - refers to activities where people are led, through suggestion, into 
believing that they can cope successfully with specific tasks (Staples, Hulland, & 
Higgins, 1998). Examples of social persuasion are coaching and giving evaluative 
feedback on performance; and,  
4. Physiological and emotional states - The individual's physiological or emotional states 
influence self-efficacy judgments with respect to specific tasks. Emotional reactions to 
such tasks (e.g. anxiety) can lead to negative judgments of one's ability to complete the 
tasks. 
The research by Bandura concludes that self-efficacy theory has considerable potential 
explanatory power and it helps to account for a wide variety of individual behaviours that 
include 1) changes in coping behaviour produced by different modes of influence; 2) levels of 
physiological stress reactions; 3) self-regulation; 4) achievement strivings; 5) growth of 
intrinsic interest; and, 6) choice of career pursuits (Bandura, 1977). 
Self-efficacy has been shown to apply across a wide range of situations and is a good 
predictor of subsequent performance and behaviour (Bandura, 1977). 
Bandura (1982) concluded that:  
“perceived efficacy is often a better predictor of behaviour in generalization tests than 
is past performance. … Behaviour is raw data that must be cognitively appraised for 
its efficacy value.” (p. 61).   
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Bandura's self-efficacy theory focuses on expectancies for success. However, Bandura 
distinguished between two kinds of expectancy beliefs: outcome expectations-beliefs that 
certain behaviours will lead to certain outcomes (e.g. the belief that practising will improve 
one's performance) and, efficacy expectations-beliefs about whether one can effectively 
perform the behaviours necessary to produce the outcome. 
These two kinds of expectancy beliefs are different because individuals can believe that a 
certain behaviour will produce a certain outcome (outcome expectation), but may not believe 
they can perform that behaviour (efficacy expectation). Indeed, Bandura proposed that 
individuals' efficacy expectations are the major determinant of goal setting, activity choice, 
willingness to expend effort, and persistence (Eccles & Wigfield, 2002).  
Self-efficacy has been applied to behaviour in many domains including school, health, sports, 
therapy and the empirical evidence is very supportive of the theoretical predications (Eccles & 
Wigfield, 2002).   
Other authors Gist (1987, 1989), Gist & Mitchell (1992) and Gist, Schwoerer & Rosen (1989) 
have also concluded that the empirical evidence supporting self-efficacy theory is very strong.  
Xie et al. (2008) noted that self-efficacy increases the inclination to prosume, therefore self-
efficacy theory will be a key plank in the theoretical model for this research. 
Indications from the literature are that prosumers are likely to possess high levels of self-
efficacy: 
1. Bandura (1977, 1982) found the inclination to engage in a given behaviour is strongly 
influenced by the confidence one has in the ability to perform the behaviour; and, 
2. Staples et al (1998) found that people with strong self-efficacy beliefs exert greater 
efforts to master a challenge while those with weak self-efficacy beliefs are likely to 
reduce their efforts or even quit. 
The literature also provides indication that self-efficacy will not only be high in prosumers but 
there are likely to be measurable relationships between self-efficacy and other variables such 
as personality traits. Bandura (1986a, 1986b) and Bandura & Cervone (1986) noted that an 
individual's behaviour, environment, and cognitive factors (i.e. outcome expectations and self-
efficacy) are all highly inter-related.  
While there have been some studies finding high levels of self-efficacy in prosumers more 
research is needed to understand if self-efficacy is higher in prosumers than in non-prosumers.  
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2.5.19 The prosumer characteristics and traits 
Much of the research on characteristics covered in this review contains situation-specific 
variables and there is little understanding of how far a high intensity of prosumer 
characteristics correlates with individual factors like personality traits, psychological profile, 
technical skills, profession or industry.   
von Hippell (1986) presented the prosumer in the literature as a source of innovation:  
“Prosumer communities can be an incredible source of innovation if companies give 
customers the tools they need to participate in value-creation” (p. 124). 
While not every prosumer will contribute to innovation or every act of prosumption be 
innovative the literature does present argument that prosumers are a source of innovation 
(Baldwin et al., 2006; Von Hippell, 1986;Grinnell, 2009;Whiteley,1993). 
As pointed out in Franke et al. (2006), many of these variables and the expected benefit from 
prosumer-led innovation are variables that are quite abstract and difficult to measure.  
The literature contains some description of these variables as illustrated in the following table 
(see Table 6). 
Table 6 Characteristics of the Prosumer 
Literature Characteristics 
(von Hippel, 1986) Working in fields that are experiencing rapid change 
(von Hippel, 1986) Prosumers (Lead-users) face needs that will be general in a 
marketplace-but face them months or years before the bulk of that 
marketplace encounters them 
(Urban & von Hippel, 
1988)  
Prosumers (Lead-users) are positioned to benefit significantly by 
obtaining a solution to those needs 
(Baldwin et al., 2006; 
Franke et al., 2006; 
Shah, 2006)  
Need or have access to design spaces 
(Cova et al., 2011) Are an active Web 2.0 participant 
(Konczal, 2008) For the prosumer: Time moves faster, Selects on information, 
Seeks digital processes, Place and distance don’t matter, Avoids 
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bricks and mortar, Uses the web for communication 
(Franke et al., 2006) More than likely to be ahead on an important trend in the market-
place. 
Prosumption innovation is likely to lead to commercialisation 
 
The literature supports that the prosumer plays an important role in the development of 
innovation in industry. Therefore it will be important to industry, just as Von Hippel (1986) 
suggested, that the prosumer in the workplace can be identified, in order to tap into this 
important source of motivation towards developing further innovation. Thus key point 
thirteen in the literature is identified: 
Key Point Thirteen: The literature establishes that it is important for the innovating-
making prosumers to be identified but there is limited research that reveals what are the 
common traits and personality profile of the prosumer to help with their identification.  
Burroughs & Mick (2004) noted the lack of empirical studies that examine causal 
mechanisms leading to consumer creativity. Most have focused primarily on person‐level 
aspects. They have tended to forgo other important facilitators of creativity, particularly 
situational characteristics, which often guide consumer behaviour (Belk, 1975).  
Thus key point fourteen is identified: 
Key Point Fourteen: The literature contains situation-specific variables and there is 
little understanding of how prosumer characteristics correlates with individual factors 
like personality traits, self-efficacy, motivators, psychological profile, technical skills, 
profession or industry 
As discussed earlier, Bandura (1986a, 1986b) and Bandura & Cervone (1986) found that an 
individual's behaviour, environment, and cognitive factors (i.e. outcome expectations and self-
efficacy) are all highly inter-related. This would lead research to explore if the relationship 
between personality traits, motivating influences and self-efficacy show a common pattern 
amongst prosumers that would assist in their identification. If such identifying patterns exist 
and these patterns can be empirically measured and analysed, then an opportunity exists for 
researchers to build upon a greater understanding of the prosumer in the workplace.  
These key points lead to a further question about what are the relationships between the 
prosumer personality traits, prosumer self-efficacy, and prosumer motivators. 
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2.5.20 Other theories 
This study does not provide any further detailed analysis of other theoretical frameworks that 
could be applied to attain a greater understanding of prosumption. There are however ample 
opportunities for future research to explore additional theories and frameworks.  It appears 
that there may be more theories that offer broader, more multifaceted views for determining 
explanations around the propensity towards prosumption. The following prior research may 
also be worthy of further investigation: 
3. Becker (1965) used microeconomic theory to explain why and how households combine 
inputs of goods and time to produce goods and services for their own consumption; 
4. The theory of consumer creativity, Burroughs & Mick (2004) and Moreau & Dahl 
(2005);  
5. Goal-striving, Bagozzi & Warshaw (1990); 
6. Culture theory, Holt (1997);  
7. Consumption meaning, Holt (1995); 
8. Studies that explore the creation process of socio-psychological experiences that allows 
us to construct and maintain our self-identity and social image, for e.g. Firat (1991) and 
Holt (1995); 
9. Research that shows that consumers engage in authenticating acts that help them express 
and reveal their true self-identity to themselves. Such as “authoritative performances” and 
participation in rituals and festivals resulting in prosumers maintaining a feeling of 
belongingness to community and tradition, Arnould & Price (1999); 
10. Exploring research on “Do-it-yourself” propensity which in the past could not be fully 
explained  by monetary and convenience incentives, but rather “perceived control” and 
time were important determinants, Bateson (1985);  
11. Research on the controls around consumer creativity such as by Moreau & Dahl (2005) 
and Burroughs & Mick (2004) who found that situational involvement, metaphoric 
thinking, and internal locus of control are positively related to consumers’ creative 
responses to consumption problems. 
All these concepts provide considerable opportunities for future research around prosumption 
propensity. 
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2.5.21 Summary of key points from the literature review 
The following table summarises the fourteen key points that were discovered in the literature 
(see Table 7). 
Table 7 Summary of the key points discovered during the literature review 
 
 
2.5.22 Selecting the Research Questions from the Key points 
It is clear from the review of the literature and the above table that there are many key points 
that could drive the direction of future research. It was not possible for this study to address 
all of these key points and it was the decision of the author to limit the study to address the 
following key points only: Key Point 2, Key Point 7, Key Point, 12,13,14 
The logic behind this decision is based on the following: 
- The selected key points when combined provide a compelling reason to focus this 
study as they are likely to lead to a greater understanding of prosumers in the 
workplace domain. 
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- The interest of this study was to focus only on the workplace domain as opposed to the 
consumer marketplace (the latter may be of more interest to marketers than to IT/IS 
researchers) 
-  It is suspected that there is a clear link between the traits and characteristics of the 
prosumers, their need for self-efficacy and the motivators to prosume in the workplace 
domain. 
- The author’s experience in industry is such that the study of the traits and 
characteristics of prosumers was considered to be the most helpful to practitioners in 
understanding the prosumers and how to manage them in the workplace domain. 
The following table provides further discussions as to the logical analysis applied to 
support the decision to limit the study focus to the selected key points (see Table 8) 
Table 8 The logical analysis for selection of the Key Points to focus on 
# Key Point Discussion Pursued 
any 
further 
1 The literature’s treatment of separate 
spheres of production and consumption 
may have resulted in a lesser focus on 
understanding prosumption, and the 
relationship between production, 
consumption and prosumption, and how 
these might co-exist and interact. 
This study will look at prosumers 
traits and characteristics and is 
focused on the workplace 
(employees)  and will not attempt 
to understand the relationships and 
links between consumption, 
production, and prosumption in the 
marketplace 
No 
2 The scope of the prosumers activities 
described in some of the literature is 
limited to internet users who create 
content such as blogs and photos while 
some literature identifies the existence 
of the more technically advanced 
prosumers who are undertaking 
prosumption in the workplace as part of 
This study will explore the 
relationship between  advanced 
technological skills and  prosumers 
in the workplace domain and this 
key point has influenced the 
development of the Research 
Questions 
Yes 
 Chapter 2: Literature Review Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators 
 82 
their work activities.  
3 Emerging in the literature is the 
phenomenon of prosumer-led 
innovation-making in the workplace 
domain . 
This study will not specifically 
look at whether prosumers have 
produced innovation in the 
workplace and therefore this key 
point will not be addressed in this 
study 
No 
4 The current literature on the lead-user or 
user-innovator is consumer-focussed 
and, identifies that there are consumers 
who produce their own innovations. In 
much of the literature the link to the 
prosumer is either by definition or 
inference and the literature hasn’t fully 
explored a link between the lead-user 
and Toffler’s prosumer 
This study has not attempted to 
develop or present a universal 
definition of the prosumer. This 
study has observed the traits and 
characteristics of the prosumers in 
the workplace and the working 
definition of the prosumer is based 
on that provided by von Hippel 
(1986) 
No 
5 The lead-user literature has not fully 
addressed if lead-users evolve into 
producers of their innovations. 
This study will not specifically 
look at whether prosumers have 
produced innovation in the 
workplace and therefore this key 
point will not be addressed here 
No 
6 The literature does not fully address 
what is the likelihood that prosumption 
activities will lead to innovations. 
This study will not specifically 
look at the likelihood that 
prosumption will occur or that it 
will lead to innovations. Therefore 
this key point will not be addressed 
in this study 
No 
7 The literature does not explore what are 
the benefits to the prosumer from their 
prosumption activities. 
The study does explore the 
motivators of prosumption and the 
benefits that the prosumers expect 
to gain 
Yes 
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8 The literature does not fully address 
how the expected benefit of 
prosumption is linked to likelihood of 
prosumption. 
The study does not explore the link 
between the expected benefit and 
the likelihood that prosumption 
will occur 
No 
9 What is needed is an approach that deals 
with sharing, without reciprocity or 
service-for-service exchange between 
service providers, consumers and 
prosumers 
The study does not address the link 
between prosumption and sharing 
either as an exchange of service for 
service or without reciprocity  
No 
10 The literature has not fully addressed the 
phenomenon of non-reciprocal 
prosumption 
The study does not address the 
theory of sharing without 
reciprocity or try to explain if and 
why prosumption may occur when 
there is no expectation of 
reciprocal benefit 
No 
11 Much of the literature on Service 
Dominant Logic is firm-centric or 
marketing-centric with the consumer in 
mind and may not fully consider the 
prosumer that can create value 
independent of the enterprise. The 
marketing-centric literature could do 
more to recognise that prosumers play 
active roles as initiators in the value-
creation process.  
This study does not attempt to 
make the distinction between 
consumers and prosumers in the 
marketplace and how marketers 
should address the disruption of 
prosumption. 
No 
12 The literature doesn’t fully explore what 
motivates the prosumers towards doing 
prosumption behaviours. 
This study does begin to explore 
the motivators for prosumption and 
this key point does lead to the 
development of the RQs 
Yes 
13 The literature establishes that it is 
important for the innovating-making 
prosumers to be identified but there is 
This study does begin to explore 
the characteristics and traits  of the 
prosumers and this key point does 
Yes 
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limited research that reveals what are 
the common traits and personality 
profile of the prosumer to help with their 
identification.  
lead to the development of the 
Research Questions 
14 The literature contains situation-specific 
variables and there is little 
understanding of how prosumer 
characteristics correlates with individual 
factors like personality traits, self-
efficacy, motivators, psychological 
profile, technical skills, profession or 
industry 
This study does begin to explore 
the characteristics and traits  of the 
prosumers and other factors such 
as self-efficacy and this key point 
does lead to the development of 
the Research Questions 
Yes 
 
Based on the logic that was applied above a number of key points were eliminated from 
further focus of this study, however these were included to support the recommendation for 
potential future studies for other researchers who are exploring this topic further. Therefore 
the following key points, as indicated in the figure below will become the focus of this study 
see Figure 4:  
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Figure 4 This research will address, in part, these key points identified in the literature as indicated in this 
diagram 
 
2.5.23 The Research Questions 
With the focus of the key points now clarified the study then defined what the appropriate 
research questions were based on the key points that were previously identified see 
Table 9 The identified Key Points of focus were used to derive the appropriate Research Questions 
Key Point Research Question 
#2 The scope of the prosumers activities described in some of 
the literature is limited to internet users who create content 
such as blogs and photos while some literature identifies the 
existence of the more technically advanced prosumers who 
are undertaking prosumption in the workplace as part of their 
work activities. 
RQ1: What are some of the 
motivators for prosumers in 
the workplace? 
(The word “some” was used 
as it would not be possible to 
identify all the reason or 
motivators for prosumption- #7 The literature does not explore what are the benefits to the 
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prosumer from their prosumption activities the study selected motivators 
that were discovered in the 
literature and the research 
questions aims to uncover 
what “some” are as opposed 
to “the”) 
#12 The literature doesn’t fully explore what motivates the 
prosumers towards doing prosumption behaviours. 
#13 The literature establishes that it is important for the 
innovating-making prosumers to be identified but there is 
limited research that reveals what are the common traits and 
personality profile of the prosumer to help with their 
identification. 
RQ3: What are the 
personality traits of 
prosumers in the workplace? 
 
#14 The literature contains situation-specific variables and 
there is little understanding of how prosumer characteristics 
correlates with individual factors like personality traits, self-
efficacy, motivators, psychological profile, technical skills, 
profession or industry 
RQ2: Will self-efficacy be 
higher in prosumers? 
(The use of the word “will” 
means that when the 
prosumers are compared 
against the larger sample of 
prosumers and non-
prosumers “will” the 
prosumers exhibit a higher 
presence of self-efficacy than 
the non-prosumers) 
 
RQ4: What are the 
relationships between the 
prosumer personality traits 
(RQ3); prosumer self-
efficacy (RQ2;) and, 
prosumer motivators (RQ1). 
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The following diagrams illustrates the linkages that was determined to exist between the key 
points that were identified and what would be the most appropriate set of research questions 
for this study to address  
 
Figure 5  The identified Key Points of focus were used to derive the appropriate Research Questions 
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As a result of the logic and analysis that was detailed above based on the 5 key points that 
were selected the following research questions have been developed: 
RQ1: What are some of the motivators for prosumers in the workplace? 
RQ2: Will self-efficacy be higher in prosumers? 
RQ3: What are the personality traits of prosumers in the workplace? 
RQ4: What are the relationships between the prosumer personality traits (RQ3); 
prosumer self-efficacy (RQ2;) and, prosumer motivators (RQ1). 
The research questions in this study will go some way to addressing some of the key points 
highlighted in the literature as per the diagram above (see Figure 5). 
 
2.6 THEORETICAL FRAMEWORK FOR THIS STUDY 
The section will explain the theoretical framework used for this study. The previous diagram 
(see Figure 5)  illustrated the four research questions and the theory that has been identified 
that will be leveraged in order to answer the four research questions. These theories will be 
explored in greater detail in the following sections. 
Section 2.6.1 presents the literature that formed the foundation for the selection of the 
prosumers from within the survey sample. Section 2.6.2 will explain how the social-cognitive 
theory will be used  to measure self-efficacy by asking the prosumers to measure their own 
judgment of capability to perform the prosumption activities. Sections 2.6.3, 2.6.4 and 2.6.5 
will discuss the application of Trait theory and the Big Five Dimensions of Personality 
Description. Section 2.6.6 provides the insights into what to expect from the application of the 
BFI theory in a survey and section 2.6.7. provides a basis for the combination of self-efficacy 
and the BFI in studies as has been done in prior literature. Finally section 2.6.8 discusses the 
application of the study of motivators in this study and how the literature informed the 
development of the motivator questions. 
The following table illustrates the linkages that were developed between the key points, the 
research questions and the theory that was assessed as being an appropriate and logically-
derived basis for the development of the research model in the following sections. 
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Table 10 The linkages betwwen the key points, the research questions and the theory 
 
 
 
2.6.1 Targeting the prosumer 
The existing literature provides some help in guiding this research on how to identify the 
prosumers within the sample of data that will be collected. For example: 
1. Toffler (1980) - Prosumer is considered to be co-producer which describes consumers 
who play both roles of co-producer and consumer in a consumption process; 
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2. Baldwin, Hienerth, & von Hippel (2006) - User-innovators seek to develop new designs 
for their own personal use or for internal corporate benefit; 
3. Franke, Von Hippel, & Schreier (2006) – prosumers (1) anticipate obtaining relatively 
high benefits from obtaining a solution to their needs and so may innovate; and, (2) are at 
the leading edge of important trends in a marketplace under study and so are currently 
experiencing needs that will later be experienced by many users in that marketplace. 
4. Collins (2010) – “The internet has changed everything. Cheap and accessible production 
software and hardware combined with the promises of Web 2.0 have fostered a 
‘prosumer’ creative class that blends media consumption with production to create new 
works that are freely disseminated online. Intercreativity has never been so easy or 
prolific”, (p. 38); and, 
5. Habermeier (1990) – “When users are technically sophisticated, as in the case of users of 
machine tools, scientific instruments or mainframe business software, these users will not 
merely announce their requirements and make suggestions for product improvement, but 
use their specific expertise to actually engineer changes in the product”, (p. 280). 
Based on these examples, and the literature review as a whole, the prosumers in this study 
will be identified by the following characteristics: 
1. They believe strongly that they have an advanced level of technical proficiency; 
2. Have previously developed an IT solution that was used in the workplace; and, 
3. They are not employed as programmers or developers for the specific purpose of 
developing such solutions. 
Once the prosumers within the sample have been identified then the analysis will be 
undertaken on the prosumers and non-prosumers within the data sample. 
The first research question will be partly addressed by asking the prosumers what motivates 
them to prosume, based on the motivating variables presented in the literature (Baldwin et al., 
2006; Franke et al., 2006; Silvia 2008). 
The second, third and fourth research questions will be addressed by application of a 
theoretical framework that brings a convergence of social-cognitive theory (self-efficacy) 
with trait theory (Big Five Inventory).  
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The responses to these variables will be analysed using a number of statistical analysis 
techniques such as Pearson correlations, means, standard deviations, ANOVA, normality, 
reliability to identify and support findings of significant relationships between the variables of 
personality traits, self-efficacy and the motivators. 
2.6.2  Social-cognitive theory 
Self-efficacy is the central construct of the Social-Cognitive theory (Bandura, 1977).   
Self-Efficacy has been defined in the literature as:  
‘‘people’s judgment of their capabilities to organize and execute courses of action 
required to attain designated types of performances. It is concerned not with the skills 
one has but with judgments of what one can do with whatever skills one possesses’’. 
(Saleem, Beaudry, & Croteau, 2011, p. 1923). 
To put it more simply, self-efficacy refers to a person’s confidence in his or her ability to 
execute a specific behaviour or successfully perform a class of interrelated behaviours 
(Hartman, 2006). According to Bandura (1977, 1997), self-efficacy expectations are often the 
strongest predictor of the extent to which a person will attempt, persist, and succeed in 
performing a given goal-directed activity whether the behaviour in question is overcoming a 
snake phobia or mastering mathematical concepts. 
Self-efficacy is a major influence on future intentions as well as it reflecting an individual’s 
belief about his or her ability to perform a particular task (Marakas, Yi, & Johnson, 1998; 
Saleem et al., 2011). According the self-efficacy literature, self-efficacy beliefs cause 
individuals to weigh, integrate, and evaluate information about their capabilities and, 
subsequently, regulate their choices and efforts accordingly (Bandura, Adams, Hardy, & 
Howells, 1980). The concept of generalised self-efficacy has been previously positively 
related to measures of performance (Barrick, 1991) and workplace motivation (Judge & Ilies, 
2002). 
However the predictive capability of self-efficacy is stronger and more accurate when 
determined by specific domain-linked measures rather than with generalised self-efficacy. 
Because a person can have highly divergent confidence levels across various life domains, 
Bandura (1997) argues that self-efficacy expectations should be viewed as contextual or 
domain-specific, rather than as a part of some global self-confidence trait. According to 
Bandura it would be incorrect to assess a person’s overall self-confidence when that person 
 Chapter 2: Literature Review Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators 
 92 
may have a high level of confidence in say, coding software but a very low level of 
confidence in speaking publicly on the topic. 
Therefore, according to social-cognitive theory the best way to predict performance in either 
of these areas, is to examine the person’s previous experiences related to those activities, 
along with the belief structures that have developed as a result of those experiences. 
In their study of postgraduate management students, Lane, Lane & Kyprianou (2004) 
measured self-efficacy by asking the participants to indicate whether they expected to gain a 
pass in the end-of-semester exams. Similarly De Feyter, Caers, Vigna, & Berings (2012) 
slightly modified this measure by asking the students in their study to give the proportion of 
the attempted credits they expected to earn during the exam period. Based on literature on 
self-efficacy asking these questions on expected outcomes were a prerequisite for finding self-
efficacy effects (Bandura, 1997; Lane et al., 2004; Pajares, 1996). 
Based on the literature this research will seek to measure self-efficacy by asking the 
prosumers to measure their own judgment of capability to perform a particular task, in this 
case with any future "IT solutions" that they personally might develop. The question will ask 
them to rate their confidence that these solutions are likely to be successful in achieving their 
set objectives using a Likert scale.  
2.6.3 Trait theory and the Big Five Dimensions of Personality Description 
Personality can be defined as ‘‘those characteristics of the person that account for consistent 
patterns of behaviour’’ (Pervin & John, 2001, p. 58) or ‘‘an enduring pattern of reactions and 
behaviours across similar situations’’ (McCrae & Costa, 1999; Saleem et al. 2011). According 
to the studies, personality traits are said to develop through childhood and reach mature form 
in adulthood (Norman, 1963). Therefore, they are considered to be stable. Traits theorists 
argue that people possess broad predispositions, called traits, which cause them to behave in a 
particular way  (Lin, Chiu, & Hsieh, 2001). 
Early studies of personality as a predictor of organisational behaviours demonstrated low 
validity mainly because, at the time, no well-accepted taxonomy or descriptive model for 
classifying personality traits existed (Barrick, 1991). As early as the 1900’s scholars have 
been attempting to classify personality dimensions, for example,  the work done by Allport & 
Odbert (1936). Scholars such as Eysenck (1947) developed a three factor model and Cattell 
(1957) developed a 16-factor model and these dominated the field of personality structure for 
some time. The Big Five were first reported back in 1961 and replicated by Norman (1963), 
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but beyond that many personality researchers ignored them, in part because there were too 
many other personality traits competing to be designated as the basic personality traits 
(McCrae & John, 1992). 
2.6.4 The Big Five 
It took several decades before researchers converged upon the Big Five factors of personality 
(BF), also called the Five-Factor Model of personality (FFM) as the premiere framework of 
personality (McCrae & Costa, 1999). These researchers discovered that a five-factor structure 
called the Big Five (BF) (Goldberg, 1992), captures much of the variance in ratings of 
personality traits (Goldberg,1993; John, Donahue & Kentle, 1991; Saucier & Goldberg,1996). 
The Big Five personality factors have been accepted widely in the literature on personality for 
a number of years (Loehlin, McRae, Costa & John, 1989) and many researchers have argued 
that no assessment of personality is complete without measuring these five basic factors 
(Aguilar, Kaiser, Murray, & Ozer, 1998). Empirical evidence of the BF has been established 
across a large range of data sources, samples, and instruments (Goldberg, 1993; McCrae & 
John, 1992). 
However, since there was a re-emergence of the Big Five in the 1980s, evidence for the model 
has been strong and convincing, and McCrae & John (1992) argued, on the basis of current 
evidence in the literature, that researchers should accept the FFM as an accurate depiction of 
the personality traits. The dimensions of the BF reveal theoretically meaningful associations 
with important life outcomes, such as work and school performance (Benet-Martínez & John, 
1998; Barrick, 1991; Robins, John, Caspi, Moffitt, & Stouthamber-Loeber, 1996) well-being 
(Costa & McCrae, 1988,1991), delinquency (John et al., 2008) and aspects of 
psychopathology (Widiger & Trull, 2001, 2007). 
The Big Five dimensions of this model are called neuroticism, extraversion, openness, 
conscientiousness, and agreeableness (Costa & McCrae, 1988) and are summarised in the 
table below 
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Table 11 The Big Five Domains (John, Naumann & Soto, 2008) 
Big Five Domains 
Factor 
Initial 
E (Factor I) A (factor II) C (factor III) N (factor IV) O Factor V) 
Verbal 
Labels 
Extraversion 
Energy 
Enthusiasm 
Agreeableness 
Altruism 
Affection 
Conscientiousness 
Constraint 
Control of impulse 
Neuroticism 
Negative 
Emotionality 
Nervousness 
Openness 
Originality 
Open-mindness 
Conceptual 
definitions 
Implies an 
energetic 
approach 
toward the 
social and 
material world 
and includes 
traits such as 
sociability, 
activity, 
assertiveness 
and positive 
emotionality 
Contrast a 
prosocial and 
communal 
orientation 
towards others 
with antagonism 
and includes traits 
such as altruism, 
tender-
mindedness, trust 
and modesty 
Describes socially 
prescribed impulse 
control that facilitates 
task and goal directed 
behaviour, such as 
thinking before acting, 
delaying gratification, 
following norms and 
rules, and planning, 
organising and 
prioritising tasks 
Contrasts 
emotional 
stability and 
even-
temperedness 
with negative 
emotionalit, such 
as feeling 
anxious, 
nervous, sad and 
tense.  
Describes the 
breadth, depth, 
originality, and 
complexity of an 
individual’s mental 
and experiential 
life 
Behavioural 
examples 
Approach 
strangers at a 
party and 
introduce 
myself; Take 
the lead in 
organising a 
project; Keep 
quiet when I 
disagree with 
others (R)  
Emphasize the 
good qualities of 
other people 
when I talk about 
them; Lend things 
to people I know 
(e.g. class notes, 
books, milk); 
Console a friend 
who is upset  
Arrive early or on time 
for appointments; study 
hard in order to get the 
highest grade in class; 
Double-check a term 
paper for typing and 
spelling errors; Let dirty 
dishes stack up for more 
than one day (R)  
Accept the good 
and bad in my 
life without 
complaining or 
bragging; get 
upset when 
somebody is 
angry with me; 
Take it easy and 
relax (R) 
Take the time to 
learn something 
simply for the joy 
of learning; Watch 
documentaries or 
educational TV; 
Come up with 
novel setups for 
my living space; 
Look for 
stimulating 
activities that 
break up my 
routine 
Examples of 
external 
criteria 
predicted 
High pole: 
Social status in 
groups in 
leadership 
positions; 
selection as jury 
foreperson; 
positive 
emotion 
expression; 
number of 
friends and sex 
partners. 
Low pole: 
Poorer 
relationships 
with parents; 
rejection by 
peers 
High pole: Better 
performance in 
work groups 
 
Low pole: Risk 
for cardiovascular 
disease; juvenile 
delinquency, 
interpersonal 
problems 
High pole: Higher 
academic grade-point 
averages; better job 
performance; adherence 
to their treatment 
regimens; longer lives 
Low pole: Smoking, 
substance abuse, and 
poor diet and exercise 
habits; attention-
deficit/hyperactivity 
disorder (ADHD) 
High pole: 
Poorer coping 
and reactions to 
illness; 
experience of 
burnout and job 
changes 
Low pole: 
Feeling 
committed to 
work 
organisations; 
greater 
relationship 
satisfaction 
High pole: Years 
of education 
completed; better 
performance on 
creativity tests; 
success in artistic 
jobs; create 
distinctive looking 
work and home 
environments 
Low pole: 
Consevative 
attitudes and 
political party 
preferences 
Adapted from: (John et al., 1991, 2008) 
Note: Conceptual definitions are based on (Srivastava, John, Gosling, & Potter, 2003). Behavioural examples are based on 
significant correlations between Big Five Inventory Scales and self-reported act frequencies in an undergraduate sample 
(N=375; John et al. (1991, 2008). (R) denotes that the act was a reverse-keyed item (i.e., correlated negatively with the Big 
Five domain). 
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Neuroticism 
Neuroticism, is also frequently called emotional stability (Barrick, 1991) and of all the 
measures this one is the most pervasive trait across personality measures. According to 
researchers in the field neuroticism is prominent in nearly every measure of personality 
(Judge, Higgins, Thoresen, & Barrick, 1999).  
At one end of the dimension of neuroticism there are descriptors such as nervous, self-
doubting, and moody. At the opposite end, there are descriptors like stable, confident, and 
effective (Saleem et al., 2011).  Neuroticism has six facets: anxiety, hostility, depression, self- 
consciousness, vulnerability, and impulsiveness (Costa & McCrae, 1991). 
Neuroticism is the only Big Five factor associated with non-desirable behaviours.  
The literature presents that this factor is related to anxiety and negative emotions and  McCrae 
and John (1992) suggested that there is more definitional consensus about Neuroticism than 
there is about any of the other factors.  
Extraversion 
According to Barrick & Mount (1993) extraversion is a prominent factor in personality 
psychology as evidenced by its appearance in most personality measures and its important 
role in major taxonomies of personality (Hogan, 1991; Saleem et al., 2011).   Extraversion is 
characterized at one end of its spectrum by descriptors such as gregarious, energetic, and self-
dramatizing and at the other by expressions such as shy, unassertive, and withdrawn (Saleem 
et al., 2011).   
Srivastava & John (2003) described Extraversion as an energetic approach to the social and 
material world and it included traits such as sociability, activity, assertiveness, and positive 
emotionality. In spite of the debate about where Extraversion falls on the interpersonal scale 
an emerging consensus suggests that the factor has a relatively broad content (McCrae & 
John, 1992; Saleem et al., 2011).   
Openness 
According to Barrick & Mount (1993) this dimension has previously been called intellect, 
culture, and openness and it most probably inhabits all of these traits. Openness is 
characterized as imaginative, curious, open-mindedness, and original at one end and as dull, 
unimaginative, and literal-minded at the other (Hogan, 1991; Saleem et al., 2011).   
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Individuals high on openness can be scientifically and artistically creative, divergent thinkers, 
and politically liberal (McCrae et al.,1996). 
Openness is the factor about which there has been the most controversy (McCrae & John, 
1992). In natural language studies, the Openness factor consists of words such as intelligent 
and perceptive, whereas questionnaire studies have used these same descriptors as well as 
descriptors related to unconventionality, sensitivity to aesthetics, and the need for variety 
(McCrae & John, 1992).  
Conscientiousness 
At one end of the spectrum for the dimension of Conscientiousness is descriptors such as 
planful, neat, and dependable and at the other end impulsive, careless, and irresponsible 
(Hogan, 1991; Saleem et al., 2011).  The construct is manifested in three related facets: 
achievement orientation (hardworking and persistent), dependability (responsible and 
careful), and orderliness (planful and organized). 
Conscientiousness carries all of the weight of that word in English and involves 
characteristics related to behaviour that is task- or goal-directed (Srivastava et al., 2003) such 
as impulse control, organization, and delay of gratification. 
Agreeableness 
At one end of the spectrum for the dimension of agreeableness is descriptors such as warm, 
tactful, and considerate and at the other by terms such as independent, cold, and rude (Hogan, 
1991). Agreeableness involves getting along with others in pleasant, satisfying relationships. 
Costa and McCrae (1988) suggest that agreeable individuals are altruistic, sympathetic, and 
eager to help others (Saleem et al., 2011). 
Agreeableness involves characteristics related to the prosocial and caring side of humanity, 
such as altruism, affection, and nurturance. 
2.6.5 The Big Five Inventory 
The high level of interest in the FFM has led to the development of a number of instruments 
measuring the Big Five, such as:- 
1. The NEO Personality Inventories: the NEO-PI (Personality Inventory) and the NEO-FFI 
(Five-Factor Index) (Costa & McCrae, 1992); 
2. The Big Five Inventory (BFI) (John et al.,1991); and, 
3. The 100-item Trait Descriptive Adjectives (TDA) (Goldberg, 1992).  
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The Big Five Inventory (BFI) was constructed in the late 1980s (John et al., 1991) as an 
extremely short instrument. These researchers suggested that 44 short-phrase items, answered 
in about 5 min response time, were sufficient to measure the Big Five dimensions. Most 
instruments in use at the time were much longer; even the short form of the NEO-PI (Costa & 
McCrae, 1992) and  included 60 items (Goldberg, 1992). 
The modern trend for personality instruments is for shorter personality instruments and this 
evidenced by these examples: the single-item self-esteem scale  (Rammstedt & John, 2007), 
the single-item ability ratings (Rammstedt & Rammsayer, 2002), and even a 10-item measure 
of the Big Five (Gosling, Rentfrow, & Swann, 2003).  
Burisch (1984) predicts that because many of these shorter instruments show respectable 
psychometric characteristics, even a shorter version of the BFI may be feasible. 
However the 44 item BFI has been chosen for this study because: 
1. It has been used frequently in research settings where subject time is at a premium; 
2. Its short-phrase item format provides more context than other adopted single-adjective 
items but less complexity than the sentence format used by other personality trait 
questionnaires (John et al., 2008); 
3. BFI has been used in a wide range of studies (Saleem et al., 2011); 
4. It has been academically validated as an instrument for research (John et al., 2008); 
5. The 44 item BFI is somewhat easier to understand (John et al.,2008; Saleem et al., 
2011); and, 
6. It was constructed to allow efficient and flexible assessment of the five dimensions 
when there is no need for more differentiated measurement of individual facets (John 
et al., 1991).  
Items for the BFI were selected from Big Five prototype definitions (see Table 11) that had 
been developed through expert ratings and subsequent factor analytic verification in observer 
personality ratings. Because single trait adjectives are answered less consistently than when 
they are accompanied by definitions or elaborations (Goldberg & Kilkowski, 1985), the “BFI 
does not use single adjectives as items; instead, one or two prototypical trait adjectives served 
as the item core to which elaborative, clarifying, or contextual information was added” 
(Benet-Martínez & John, 1998). 
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One of the distinct advantages of the BFI is that the meanings of elaborated phrases are more 
easily translated whereas it is often difficult to find exact single-word translations for trait 
adjectives (Hofstee, 1990; John, Goldberg & Angleitner, 1984).  
2.6.6 What to expect with the BFI measures from the review of the literature 
Are there any of the Big Five dimensions that best account for the individual differences in 
generalised self-efficacy? The current literature yields mixed evidence and some academics 
have highlighted Conscientiousness (Costa et al., 1992); and, Extraversion (Watson & Clark, 
1997) as generalised efficacy variables, others argue that Neuroticism is essentially the 
negative equivalent of generalised efficacy (Judge et al., 2002). 
Some of the studies that focus on workplace behaviour have found that, of all the Big Five 
dimensions, Openness has been found to be the most robust positive predictor of self-efficacy 
(Nauta, 2004;Rottinghaus et al., 2002; Hartman, 2006). 
The literature review found multiple studies that used multiple measuring tools of the Big 
Five within their studies such as the BFI, NEO-FFI and ACL. The importance to this study of 
this finding is that these prior studies delivered consistent results when using multiple 
measuring tools. This supports the validity of the tools, and the results that they produce. 
Further, the literature reveals consistent results across numerous studies undertaken by 
different researchers. This finding in the literature  highlights that the different tools deliver 
consistent findings (Nauta, 2004; Rottinghaus et al., 2002; Hartman, 2006). 
Given the consistency of the tools and methods, this study expects to find results that would 
be consistent with the literature such as, significant positive correlations between openness, 
extraversion and conscientiousness towards self-efficacy. 
Generally, the literature fails to deliver a consensus on the general effects of the Big Five on 
self-efficacy, let alone in the context of the prosumer. The goal of the present study will be to 
re-examine these constructs using the BFI but in the broader range of the workplace self-
efficacy domain and then, in the context of the prosumer within this domain. 
2.6.7 Convergence of the Social-Cognitive theory and Trait theory – Self-efficacy meets 
the Big Five Dimensions  
There is significant empirical evidence that supports that personality traits significantly affect 
individuals’ self-efficacy for behaviours in various domains (Wooten, 1991). This study will 
explore this in the context of the prosumer in the workplace, and how the personality traits of 
the prosumer affect the prosumers self-efficacy towards undertaking prosumer behaviours. 
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The relationship of the Big Five Factors of personality with self-efficacy of participants in the 
workplace context was examined by Thoms, Moore, and Scott (1996) who found that 
neuroticism, extraversion, agreeableness, and conscientiousness were all significantly related 
to self-efficacy.  
In studies in the field of education, the literature on the links between prior learning results 
also indicate that conscientious learners had higher self-efficacy and a stronger desire to learn 
(Colquit & Simmering, 1998). The Big Five personality traits have been found to be related to 
Internet usage (Landers & Lounsbury, 2006), to computer anxiety (Korukonda, 2007), to 
mobile phone use (Butt & Phillips, 2008), to being a blogger (Guadagno, Okdie & Eno, 
2008), to providing an online reviews (Picazo-Vela, Chou, Melcher, & Pearson, 2010), and to 
positive affects towards using IT (Hunsinger, Poirier, & Feldman, 2008).  
As personality traits are thought to be relatively stable characteristics of individuals that 
influence cognition and behaviour (Kanfer, 1991), their specific study warrants inclusion in IS 
research (Saleem et al.,2011). 
The studies conducted by Nauta (2004), Rottinghaus et al. (2002), Schaub and Tokar (2005) 
identified empirical relations between the Big Five and workplace efficacy.  
These studies found significant positive relationships between the Openness and self-efficacy 
dimensions in the workplace domain (Nauta, 2004; Rottinghaus et al., 2002). Prior research in 
career development had found that Openness had not been a consistent predictor of positive 
career development, whereas Neuroticism (negative correlate), Extraversion, and 
Conscientiousness have (Saleem et al., 2011).  
Based on findings by John, et al. (2008), Openness personality traits can lead to descriptors 
such as: They take the time to learn something simply for the joy of learning; Prefer to 
watch documentaries or educational TV; Come up with novel setups for living spaces; 
Look for stimulating activities that break up my routine.  
The descriptors such as: “learn something simply for the joy of learning”, or “come up 
with novel things” would seem also applicable to prosumers but in the context of the 
workplace domain. 
Further insights on openness come from De Feyter, Caers, Vigna & Berings (2012) who 
explored the relationships between the Big Five personality traits and self-efficacy and 
their impact academic performance. In their research they developed the following 
research model (see Figure 6). 
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Figure 6 Research model De Freyter et al (2012) 
  
De Feyter et al. (2012) found that while Openness is often associated with studiousness and 
creative performance they discovered otherwise. Instead of finding a positive relation either 
with academic motivation or with performance they discovered that Openness even had a 
negative unique predictive validity for academic motivation. They also cited previous studies 
that were not always able to show a positive relation between Openness and academic results 
(p. 445). Chamorro-Premuzic & Furnham (2003) explained this by suggesting that divergent 
and imaginative thinking might be a disadvantage in an academic context focused on 
reproducing knowledge instead of using knowledge for creative problem solving.  
Given that Nauta (2004), Rottinghaus et al. (2002) found significant positive relationships 
between Openness and self-efficacy in the workplace domain, and De De Feyter et al. (2012) 
found the opposite, it is worthwhile for this study to investigate if the role of Openness will 
also emerge as a possible predictor of prosumer self-efficacy in the workplace domain. 
According to Thatcher & Perrewe (2002), in order to gain a better understanding of the role of 
personality in IT-related behaviours, research is needed to examine how different stable traits, 
both broad and situation-specific, relate to constructs such as self-efficacy (in the computer 
domain) that may influence eventual computer use. 
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Saleem et al. (2011) took up this challenge and developed the following research model in 
order to answer the question: What is the relationship between stable personality traits and 
Computer Self-Efficacy (CSE) and does gender moderate this relationship? (p. 1923).(see 
Figure 7).  
 
 
Figure 7 Research model of (Saleem et al., 2011) 
 
The research model of Saleem et al. (2011) suggests that the five personality traits act as 
independent antecedents of computer self-efficacy (CSE).  They also studied whether gender 
differences have been found in relation to these measures. Notably their hypothesis that 
openness would have a positive relationship with CSE was fully supported.  
 
2.6.8 Motivators for prosuming 
Franke, et al., (2006) presents findings that would support the hypothesis that one of the 
motivations for lead-users (prosumers) undertaking the prosumer behaviour comes from the 
concept of high expected benefits that was derived from research on the Economics of 
Innovation.  
Studies of industrial product and process innovations have shown that the greater the benefit 
an entity expects to obtain from a needed innovation, the greater will be that entity's 
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investment in obtaining a solution. Therefore ‘high expected benefit’ could therefore serve as 
an indicator of motivation for undertaking prosumer behaviours 
Similarly Baldwin et al. (2006)  specifically focuses on innovation products that are 
developed by prosumers (described by Baldwin as ‘user-innovators’) and finds that 
commercially attractive products tend to have been developed by these user-innovators, those 
who seek to develop new designs for their own personal use, or in the case of firms, for their 
internal corporate benefit. Baldwin et al. (2006) posit that the user-innovators do not have to 
be paid, but are motivated by their own desire to achieve a better product and they seek to 
enhance the things that they do. Therefore a desire to achieve a better solution and seeking to 
enhance things could therefore serve as an indicator of motivation for undertaking prosumer 
behaviours. Further, looking at the theory of interest where the literature supports the 
experience interest as the more proximal motivator for persistence and subsequent 
engagement, particularly for activities that take place over the long term (Harackiewicz et al.,  
1998).  Interest may have a relationship to prosumer goal striving because it influences the 
activities that individuals choose to do and how long they choose to do them (Lepper & 
Henderlong, 2000). Further evidence of the importance of interest comes from Silvia (2008) 
who found that interest’s function is to motivate learning and exploration, and to take on the 
challenge are key activities of the prosumer. By motivating the prosumer to learn for its own 
sake, interest ensures that the prosumer will develop a broad set of knowledge, skills, and 
experience, all necessary antecedents to support the process of prosumption. Therefore a 
desire to learn and explore and to be challenged could therefore serve as an indicator of 
motivation for undertaking prosumer behaviours. 
The following table is a list of prosumer motivators developed by the team of researchers, 
where these could be mapped to theory they were marked so, some that have not yet been 
linked to theory were marked as “N/A” and the results from these motivators will not be 
considered in the analysis.  
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Table 12 Prosumer motivators linked to theory 
 
 
 
 
2.7 RESEARCH HYPOTHESES AND THE RESEARCH MODEL 
This section presents the Research Hypothesis that has been determined from the literature 
review.  As a result of the review of literature and the hypothesis that were introduced above 
the following 10 research hypothesis have been developed: 
H1: Prosumers will rate higher responses for motivators that can be aligned with: 1) 
High expected benefits; 2) Learning and exploration; and, 3) Seeking to enhance 
things in the work experience  
H2: Prosumers will have higher rates of self-efficacy;  
H3: Compared to the full sample, Prosumers will have higher scores in the following 
personality dimensions; 1) Extraversion; 2) Openness; and, 3) Conscientiousness, 
Prosumers will have lower scores in Neuroticism, Prosumers will have normal scores 
in Agreeableness; 
H4: Neuroticism will be negatively related to prosumer self-efficacy; 
H5: Extraversion will be positively related to prosumer self-efficacy; 
H6: Openness will  be  positively  related  to   self-efficacy; 
H7: Conscientiousness will be positively related to prosumer self-efficacy; 
Motivator Theory Code 
  Enjoy learning LAE 
  Enjoy Challenge HEB 
  Gain Satisfaction HEB 
  Passionate about improvement STE 
  Sense of Achievement HEB 
  Necessity to find a solution STE 
  Wish to advance career HEB 
  To be seen as a leader N/A 
  Like Others to see what I can do N/A 
  Wish to impress Peers N/A 
  
    Legend 
HEB High Expected Benefit Economics of Innovation 
STE Seeking To Enhance  User-Innovator Theory 
LAE Learning And Exploration Interests Theory 
N/A  No theory identified or applied 
 Chapter 2: Literature Review Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators 
 104 
H8: Agreeableness will be negatively related to prosumer self- efficacy; 
H9: Motivators that are aligned with, 1) High expected benefits; 2) Learning and 
exploration; and, 3) Seeking to enhance  things, will be positively related to self-
efficacy; and, 
H10: Motivators that are aligned with, 1) High expected benefits; 2) Learning and 
exploration; and, 3) Seeking to enhance  things,  will be positively related to: 1) 
Extraversion; 2) Openness; 3) Conscientiousness; and, 4) negatively related to 
Neuroticism. 
The research applied theories of personality traits along with the social-cognitive theories of 
self-efficacy as a way of introducing measures that will lead to assisting with the 
identification of prosumers in the workplace domain. 
This study will examine whether that the five personality traits (neuroticism, extraversion, 
openness, conscientiousness, and agreeableness) act as independent antecedents of prosumer 
self-efficacy in the workplace domain. Also whether there are any significant relationships 
between these variables and the prosumer motivators.  
The data will be analysed using proven data analysis techniques as part of the academically 
proven Big Five Personality trait analysis. This analysis will address the research questions of 
2,3,4: 
 Will self-efficacy be higher in prosumers? 
 What are the personality traits of prosumers in the workplace? 
 What are the relationships between the prosumer personality traits (RQ3), prosumer 
self-efficacy (RQ2) and prosumer motivators (RQ1). 
 The BFI will provide scores of the different personality traits and the statistical tools will 
provide the relationships and co-relations between the personality dimensions/ 
The prosumer motivators were selected using a range of social-cognitive theories in order to 
develop the right questions on prosumer motivation.  
The aim of this research will be explore significant relationships between the prosumer 
personality traits, prosumer self-efficacy and prosumer motivators. 
This study will approach the above research questions using the following theoretical 
framework. The following figure illustrates the four research questions and the theory that 
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will be leveraged in the study as a result of the review of literature, as well as the research 
hypotheses, (see Figure 8). 
 
 
Figure 8 The research diagram: research questions, theories and research hypotheses 
 
2.7.1 The research model 
The research model, depicted below examines whether the five personality traits act as 
independent antecedents of prosumer self-efficacy in the workplace domain. Also being tested 
is whether the prosumer motivators are related to the variables of traits and self-efficacy (see 
Figure 9). 
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Figure 9 Research Model 
 
Below, the research model has been updated below to show the research hypotheses and 
where they are positioned within the research model (see Figure 10). 
 
Figure 10 Research model with the research hypothesis added 
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2.8 SUMMARY 
One of the contributions of this study was to deliver a broad-based review of literature on the 
prosumer phenomenon. While this study will only partially leverage the review in the shaping 
of its hypotheses and the sharpening of its constructs, the additional insights on prior research 
should assist: 1) a proposed ongoing research programme on the prosumer phenomenon; and, 
2) future researchers wishing to research the topic. The literature review provided by this 
study took a broad spectrum approach, seeking to bring to the light as much of the discussion 
that can be found on the prosumer.  
The review also highlighted key points found in the prosumer literature, and these were 
presented regardless of the relevancy of those key points to the research questions developed 
within this particular study.  
Of the fourteen key points listed in the review, five will become the focus of this research: 
Key point 2 
The scope of the prosumers activities described in some of the literature is limited to internet 
users who create content such as blogs and photos while some literature identifies the 
existence of the more technically advanced prosumers who are undertaking prosumption in 
the workplace as part of their work activities.  
 Key Point 7 
The literature does not explore what are the benefits to the prosumer from their prosumption 
activities. 
 Key Point 12 
The literature doesn’t fully explore what motivates the prosumers towards doing prosumption 
behaviours. 
Key Point 13 
The literature establishes that it is important for the innovating-making prosumers to be 
identified but there is limited research that reveals what are the common traits and personality 
profile of the prosumer to help with their identification.  
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Key Point 14 
The literature contains situation-specific variables and there is little understanding of how 
prosumer characteristics correlates with individual factors like personality traits, self-efficacy, 
motivators, psychological profile, technical skills, profession or industry 
 Based on the literature review the following research questions were developed for the study 
that attempt to address or partly address the key points in the literature where possible. 
RQ1: What are some of the motivators for prosumers in the workplace? 
RQ2: Will self-efficacy be higher in prosumers? 
RQ3: What are the personality traits of prosumers in the workplace? 
RQ4: What are the relationships between the prosumer personality traits (RQ3); prosumer 
self-efficacy (RQ2;) and, prosumer motivators (RQ1). 
2.9 CONCLUSION 
This chapter set out to achieve the research objective to provide a broad-based review of the 
prosumer literature that would serve to support an ongoing research programme on the 
prosumer phenomenon. In Section 2.2 of this chapter the literature review presented a 
discussion on the early origins of the prosumer which was followed in Section 2.3 by a 
discussion of its more recent emergence. In Section 2.4 the different viewpoints and theories 
around the prosumer were discussed as well as the different descriptors and names used to 
describe these people who both produce as well as consume. This section finished by 
summarising the key points in the literature and presenting the research questions. In section 
2.5 the literature provided insights that helped to build the theoretical framework for this 
study. The research hypotheses was presented and discussed in Section 2.7 and this section 
also presented the research model that has been developed. A summary of the review of the 
literature was provided in Section 2.8. The literature review was presented with both 
discussion of the prior research, as well as tables that summarised key findings, theoretical 
frameworks and citations. Whereas some of the discussions within the literature review was 
not referenced elsewhere in this study, their inclusion is to assist future research projects. The 
next section will discuss the research design. 
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Chapter 3: Research Design 
3.1 INTRODUCTION 
In the previous chapter the literature review and research hypothesis in this study were 
discussed and justified. 
This chapter describes the research methodology. The aim of this chapter is to describe the 
most appropriate research design used in this research project. Research design is identified as 
a combination of methodologies, involving , analytical frameworks and different types of 
research methods for collecting and analysing the relevant data, in order to ensure that the 
researcher answers the research question as unequivocally as possible (Edmonston & 
McManus, 2007; Scandura & Williams, 2000). 
Section 3.2 will outline the discussion on the research method, followed by the data collection 
technique (Section 3.3), then the survey data including validity and reliability (Section 3.4) 
and the ethics (Section 3.5) will be considered and discussed before a chapter summary 
(Section 3.6). 
3.2 RESEARCH DESIGN 
This section starts with a discussion of the epistemology perspective of the thesis and how the 
approach and theoretical lenses used fit into this perspective. This thesis is largely leaning 
towards a general positivist approach, however a number of the theories being discussed, as 
well as the ‘exploratory’ nature of the study, also introduces a more interpretive approach. 
Therefore the epistemological perspective of this thesis is positivist for the most part, however 
it  also leverages some interpretive techniques to further explore the hypothesis based on the 
survey data, in particular to explore the social-cognitive theory. 
Positivist approach 
The philosophy of the positivist (empiricist) assumes that science is objective and emphasizes 
rigorous measurement and hypothesis testing. The central doctrine of this model is the 
verification theory of meaning and it is characterised by the inductive statistical method of 
research. This approach states that statements or propositions are meaningful only if they can 
be empirically, verified (Brown 1977). 
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Interpretative approach 
According to Peter and Olson (1983), the interpretive philosophy is based on the 
belief that science is subjective and therefore allows alternative models of reality. 
The interpretive approach introduces the creative aspects of science, and is in many 
ways the polar opposite of the positivist philosophy. The interpretive perspective 
emphasizes the importance of these subjective factors for an understanding of how 
scientific knowledge develops (Peter and Olson 1983) 
This study is based largely on the positivist approach but has been able to leverage 
theory and techniques from the interpretative sciences.  
This study was a cross-sectional exploratory study (Cooper & Schindler, 2008) that 
utilised a survey methodology. The survey was a single instrument in two parts with 
one part based on a structured quantitative data analysis for the Big Five Inventory 
(BFI) and the other part incorporating survey questions for the analysis on self-
efficacy (SE). 
Using a survey questionnaire combining survey and quantitative components allowed 
the results of the survey approach to inform the results of the quantitative approach, 
providing deeper insights and understanding (Creswell, 2003). The survey method 
combining survey and quantitative analysis supports a systematic, rigorous, and 
empirical approach to the study of prosumer personality traits and self-efficacy in the 
workplace (McMillan & Wergin, 2006).  
3.2.1 Survey research component 
"Qualitative research is a means for exploring and understanding the meaning 
individuals or groups ascribe to a social or human problem" (Creswell, 2008, p. 4).  
 
"The process of research involves emerging questions procedures, data 
typically collected in the participant's setting, data analysis inductively 
building from particulars to general themes and the researcher making 
interpretations of the meaning of the data" (Creswell, 2008, p. 4).  
 
Best and Kahn (2006) described qualitative research as "using non-quantitative 
methods to describe what is; qualitative descriptive research uses systematic 
procedures to discover non-quantifiable relationships between existing variables" 
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(p. 24). This study has two components to determine if there was a relationship between the 
Big Five and self-efficacy in the context of the prosumer in the workplace.  
Specifically, the survey component utilised survey research approaches to determine if there 
were trends and correlations in the collected data that reinforced the existence of the link 
between: 1) prosumer self-efficacy and prosumer personality traits; 2) prosumer self-efficacy 
and prosumer motivators; and, 3) prosumer personality traits and the prosumer motivators. 
The literature provides  several methods of survey research. These approaches are driven by 
various disciplines/fields such as education, sociology, psychology and social sciences.  
For this research, survey was adopted as a research method as it can be both analytic and 
descriptive. This method is used to collect and analyse social data through interviews or 
questionnaires. These are often highly structured and detailed. Information can be obtained 
from large numbers of respondents using this method. While undertaking this method the 
researcher presumed the participant to be a representative of the  target population (Berger, 
2000).  
After review of the various approaches to survey analysis, the researcher chose the approach 
where surveys are used to provide both analytical and descriptive data. The purpose of this 
study was to discover the relationships between personality traits and self-efficacy and 
personality in the context of the prosumer in the workplace. The analysis will apply a 
convergence of two theories, trait theory, and the social-cognitive theory in order to describe 
the relationship between prosumer personality traits, prosumer self-efficacy and prosumer 
motivators. 
This study was comprised of a questionnaire  that had two components: 1) the academically 
tested BFI 44 questions based on the Big Five taxonomy, the Five Factor Model and the 
underlying trait theory; and, 2) survey questions on self-efficacy (Social-Cognitive Theory) 
and the prosumption motivators (from Interest Theory, User-Innovation Theory and the 
Economics of Innovation Theory). 
The approach of survey methods has been well developed in academic research (Creswell, 
2008). 
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3.2.2 Quantitative research component 
Analysis of the Big Five Taxonomy 
John et al. (1991) constructed the Big Five Inventory (BFI) to allow efficient and 
flexible assessment of the five dimensions when there is no need for more 
differentiated measurement of individual facets. Items were selected from Big Five 
prototype definitions (John, 1991, Table 3 .2) that had been developed through expert 
ratings and subsequent factor analytic verification in observer personality ratings 
(Benet-Martínez et al.,1998.)  The BFI has been used in a wide range of studies 
(Gross et al., 1997; Benet-Martínez et al. ,1998). 
As discussed in the literature review there are several theories that conceptualise the 
Big Five as relational constructs and these include: Interpersonal theory (Wiggins & 
Trapnell 1996); Socioanalytic theory (Hogan, 1996); Evolutionary theory (Buss, 
1996, p.185; Botwin, Buss &  Shackleford, 1997);  Five-Factor Theory ( McCrae and 
Costa, 1996). 
3.2.3 Preliminary power analysis 
Cohen’s (1988) discussion on statistical power guided the determination of an 
adequate sample size for this study. Cohen 1988 offered a power level of .80 as 
suitable for most social science research designs, and he also established some 
conventional cut-off points for interpreting effect sizes (Hartman 2006). 
Specifically Cohen (1988) suggested that Pearson Rs of .10, .30, and .50 or 
standardised mean differences (Cohen’s d) of .20, .50 and .80 corresponded to small, 
medium and large effects, respectively. For this study the goal was to detect any r≥ 
.20 and any d ≥ .30, using to p<.05 two tailed significance level. Based upon Cohen 
(1988) tables, at least 125 usable cases were needed to conduct meaningful analysis 
under these specifications.   
 
3.3 DATA COLLECTION TECHNIQUES 
The research method for this study incorporated an online survey research 
instrument. Utilising an online survey has the benefit saving both time and budget in 
collecting large amounts of data. The following figure outlines some of the key 
 Chapter 3: Research Design Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators  
  113 
considerations for selecting an online survey instrument as a data collection method 
see Figure 10. 
 
 
 
Another consideration is that the online survey approach has been shown to be most 
convenient for participants in allowing them to respond to the survey in a convenient time and 
location (Kozinets, 2002; Malhotra, 1999).  
The approach of using online survey has been widely adopted in marketing research for both 
researchers and marketers (Chabowski, Mena & Padron, 2010). An online  questionnaire is a 
pre-formulated set of questions that is displayed in an internet viewing browser and the 
respondents select their answers for each question and then submit the survey when 
completed. According to Marshall (2005) a well-designed questionnaire can be a method for 
researchers that delivers data with a high level of generalisability, concerning a particular 
group of people at a particular point  in time. 
A survey questionnaire is utilised to identify relationships between individuals’ personalities, 
characteristics, preferences, attitudes and/or behavioural tendencies in quantitative research 
(Gable, 1994). This data collection method is particularly appropriate for research questions 
with minimal theory that require larger amounts of data from a larger population (Babbie, 
1998; Boynton & Greenhalgh, 2004). 
Data 
Collection 
Method – 
Online 
Survey 
 
Characteristics 
of the sample 
Types of 
Questions 
Population 
Cost 
Question 
Topic 
Response Rate 
Time 
Figure 11 Key Considerations for selection of online survey method  
Source: adapted from (Chiu,2011) 
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Furthermore, with the increased use of the internet across the globe the online 
questionnaire is increasing its role as a data collection method for researchers to 
collect data from anywhere in the world (Wright, 2005; Nie & Erbing, 2000). 
According to Couper (2000) and McDonald & Adam (2003) online surveys enables 
researchers to collect data in a convenient and expedient manner.  
As confirmed by Wellman (1997), online surveys provide the researcher with access 
to unique populations including both individuals and organisations. Without the use 
of online surveys it would be difficult to investigate and identify such a large sample 
group with similar demographics by adopting traditional survey methods including 
face-to-face interview and mailing questionnaires. 
Another benefit of online surveys is that the participants may be reluctant to answer 
some questions in a face-to-face interview but they may be more open on an online 
survey (Weible & Wallace, 1998; Flanagin & Metzger, 2001). 
However there are also some challenges and limitations as well. For instance: 1) the 
quality of data (Couper, 2000); and, 2) the low response rate (Couper, Traugott & 
Lamais, 2001). These are two critical issues that have often had an effect on 
conflicting results or even the value of the research. 
Notwithstanding the challenges, online surveys have become a significant survey 
method, particularly on an array of research studies on behaviours, thoughts, and 
feelings of individuals or groups. Researchers should however be aware of the 
strengths and weaknesses of this data collection approach as outlined in the 
following Tables 11 & Table 12. 
 
 Chapter 3: Research Design  Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators 
 115 
Table 13 Data collection methods comparative table 
 
 Face-to-face Interview Telephone Interview Mail Questionnaire Electronic Questionnaire 
Accuracy on sensitive data Moderate Moderate Good Excellent 
Anonymity of respondents Known Moderate Anonymous Anonymous 
Complexity of survey Excellent Good Poor Poor to moderate 
Control participation of others Variable High Unknown Unknown 
Control of data collection environment Excellent Moderate Poor Poor 
Convenience Appointment Moderate Good Excellent 
Cost Costly Moderate Cheaper Free to cheapest 
Flexibility Excellent Good Moderate Excellent 
Length of survey Long Moderate Short Short 
Lengthy answer choices Excellent (Complex) Moderate Poor Poor 
Non-response Lowest Moderate High High 
Open-ended responses Excellent Moderate Poor Poor 
Extent of interviewer interference Excessive Moderate Minimal Minimal 
Response rate High Moderate Low to moderate Low to high 
Respondent  identification Excellent Good Moderate Excellent 
Respondent cooperation Highest Good Poor None 
Rigidity of scheduling requirements Poor Moderate Excellent Excellent 
Sample control Excellent Good Moderate Poor 
Sample size Least (Qualitative) Less (Qualitative) Great (Quantitative) Greater (Quantitative) 
Sample geographically dispersed Focus group Targeting region Wide geographic regions Global 
Sampling need Interviewing room or address Telephone number Mail address Survey website 
Sensitive questions Poor Moderate Excellent Excellent 
Speed Slow Fast Moderate Moderate to fast 
Survey type Researcher administered Researcher administered Self-administered Self-administered 
Data collection period Longer Fast Moderate Faster 
Source: Adapted from (Chiu, 2011). 
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Table 14 Advantages and Disadvantage of Online Surveys 
Advantages Cost Efficient 
Expeditious response and data collection 
Quicker and easier to administer 
Minimal interviewer interference 
No interviewer variability 
Convenience for respondents 
Explicit and concise research questions 
Fast delivery 
Flexible and attractive layout and graphics in questionnaire 
design 
Accurate measure of response time to questions 
Complex skip patterns can be programmed 
Greater sample size 
Higher response levels and response rate 
Lower respondent error 
Access to unique populations (Broader range of respondents 
globally) 
Greater accuracy on sensitive data 
Respondent identification – can collect detailed demographics if 
it is required 
Disadvantages Computer facility and literacy required 
Low response rate 
Representative samples difficult – cannot generate random 
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Additional challenges for researchers when designing online surveys are as follows:- 1) 
Ensuring concise research questions (Evans & Mathur, 2005); 2) Reducing the rates of 
abandoned or incomplete surveys (Thompson et al., 2003); and, 3) Sampling sizes - While 
sampling issues are often not an issue with online surveys (Howard, Rainie, & Jones, 2001; 
McDonald & Adam, 2003), it might be difficult to generate the right kind of samples from 
online groups and organisations. 
Not all individuals, groups, or organisations participate in online sharing of information and 
furthermore, online survey researchers may also become labelled as contributors of ‘spam’ and 
be filtered out of email inboxes (Birnbaum, 2004; Wright, 2005). 
Once the researcher has considered these factors when deciding on online survey, the first 
major step is the design of the online survey. 
Instrument 
The questionnaire for this study was a single online survey that was comprised of three parts. 
The first part contained some basic demographic questions such as age, occupation, industry 
and education. The second part contained questions designed to identify prosumers by asking 
about technical capability, whether the participant had developed technology solutions for use 
in the workplace and whether these solutions were successful. The participants were also 
asked to rate a list of motivators for prosumer behaviour. This section of the instrument also 
contained the question on self-efficacy, asking the participants to measure their level of 
confidence for successfully developing technical solutions in the future. The final component  
samples of general population 
Quality of data is queried 
Anonymous respondent identification might be traceable 
Issues of privacy, honesty, and reliability for respondents 
Browser or server problems 
Questions might be misinterpreted or misunderstood because 
of multicultural backgrounds 
Source: Adapted from Chiu (2011). 
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was the BFI instrument as this is an effective and academically proven set of 
questions for measuring the Big Five Inventory of personality traits. 
Before discussing the BFI component in more detail below, the researchers followed 
the following survey design considerations when designing the ‘non-BFI’ 
components of the instrument. 
Questionnaire development 
As illustrated in Figure 12, the nine steps of the questionnaire development process 
found in the literature has been summarised (Burns, 1994; Luck & Rubin,  1987; 
Malhotra, 1999; Chiu, 2011). 
Once the objectives of this research were determined, then the most appropriate data 
collection method was selected, which in this case was the online survey (as 
discussed in the previous section). The next step was to determine the ideal format 
that took into consideration the structure, the content of questions, and wording of 
questions. The following section discusses the development process adopted for the 
online survey. Once designed, pre-testing, revising, and re-testing are the 
fundamental processes to enhance the reliability and validity of the data within the 
research (Luck et al., 1987). 
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Source: Adapted from (Luck et al., 1987; Malhotra, 1999; Burns,1994). 
Appendix A demonstrates the survey questions used in this study. The development and 
design of the instrument are discussed in the following section. 
3.3.1 Questionnaire design 
A self-completion survey was developed and employed. The questions were divided into three 
sections, demographics, Prosumer behaviours and the Big Five Inventory. The questionnaire 
method is one of the more common instruments of quantitative data collection in research and 
the principles of questionnaire design involve three main areas, 1) Question wording; 2) How 
the variables are measured; and; 3) How the questionnaire is organised (Malhotra, 1999). 
Those aspects are illustrated in figure 11. One key objective of the questionnaire design 
process is ensuring to minimise respondent biases and measurement errors, which will be 
discussed in the following sections, starting with the third step of structure, content of 
questions and wording. 
  
 
1. Data needed: Objectives 
2. Survey method selected 
3. Structure, content of question, wording 
4. Response format 
5. Structure of the questionnaire 
6 Design web based survey 
7. Pre-test 
8. Revise and retest 
9. Turn on survey online 
 
 
Figure 12 Outline of the questionnaire development process 
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Step 3: Structure, content of questions, wording 
Effective questionnaire design is not only about aiming to minimise biases in 
research, but it should also have the objective of helping respondents to complete the 
questionnaire without difficulty (Kothari, 2004; McBurney & White, 2009;    
Sekaran, 1992). Well designed survey questions should consider the structure, 
content, and wording of questions (Bearden & Netemeyer, 1999; Bryman & Bell, 
2007).  
Step 4: Response format 
The survey was designed using closed questions with both positively and negatively 
wording chosen to help the respondent more easily complete answers. Where the 
questions had a negative context, for example “You are NOT employed as a 
programmer or developer” the negative was in upper case e.g.: “NOT”. When the 
participant selected an agree variable such as “Strongly Agree” it would clear to the 
participant that they are agreeing to the negative – in this case that they are NOT 
employed as a programmer or developer. Overall the questions in the survey were 
assessed to ensure that it would be easier to demonstrate the relationship between 
variables and to make comparisons between respondents or types of respondents 
(Bryman & Bell, 2007; McBurney & White, 2009; Sekaran, 1992). 
The participants for this survey were not random online users, but had a level of pre-
selection afforded through both the approval process with their employers and 
through the participant information pack (see Appendix A ) that was provided. The 
researchers were expecting that the target participants would have had a high level of 
technical capability given the selection criteria applied. Despite this, the researcher 
ensured that the participants had clarity over what response format was required by 
selecting on possible answers in contingency questions and matrix questions in order 
to record their answers. Contingency questions would lead participants into relevant 
questions (De Rada, 2005).  
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Table 15 Best practices for questionnaire design 
 
Principles of questionnaire 
design 
Research 
Structure 
 
Vertical or horizontal format? 
The research utilised both vertical and horizontal format to 
help the respondents to answer the questions. This research 
also used tables with vertical format to distinguish 
questions from answers clearly. 
 
Clear instructions about how to 
respond 
This research provided a brief but proper introduction on 
how respondents should complete the items in each section 
without difficulty, and thanking them for taking the time to 
respond to the online survey. 
Is the questionnaire divided into 
several parts? 
In  order  to  acquire  the  precise  data,  questions  were  
split  up  into  three  parts.  These  were demographics, 
Prosumer behaviour and the BFI personality traits. 
Have you piloted the 
questionnaire with some 
appropriate respondents? Have 
you tried to put yourself in the 
position of answering as many 
of the questions as possible? 
This research used a pilot study. The questionnaire was 
piloted with some other researchers from different research 
areas. All of them, including the researcher, answered and 
examined those questions several times before 
administering them on the website to ensure if it is a real 
research design with reasonable questions and wording. 
Have socio-demographic 
questions been left until the end 
of the questionnaire? 
The  basic  demographics  such  as  gender  and  age  were  
asked  at  the  beginning  of  the  research question to 
understand the target group. 
Content 
Do  the  questions  allow  you  
to  answer  all  your research 
questions? 
All the closed questions were designed and selected to 
investigate the hypotheses in this research. Also, those 
answers were all related to questions. 
The personal data sought from These were not too sensitive questions to answer. All 
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the respondents questions in the survey were based on general 
demographics, Prosumer behaviour and the BFI personality 
traits. 
Are there any existing questions 
used by other researchers to 
investigate this topic that could 
meet your needs? 
The majority of research questions were selected and 
revised from relevant literature. 
Do any of your questions rely 
too much on your respondents’ 
memory? 
Respondents  were  asked  to  answer  the  questions  
relating  to  current behaviour and perception. 
Wording 
How  questions  are  worded  
and  the  level  of sophistication 
of the language used 
Deliberating the level of understanding of the participants, 
common vocabulary was chosen to apply in research 
questions. Appropriate words can prevent researchers 
obtaining useless data by misunderstanding or different 
interpretation of research questions from respondents. 
 
The type and form of questions 
asked (closed or open 
question?) 
The entire questionnaire was all closed questions with both 
positively and negatively wording. At the beginning, the 
first set of questions were factual questions that asked the 
respondent to provide screening and non-identifying 
demographic information. The second and third sections 
used a five-point Likert scale. 
Have you made sure that the 
items really do relate to the 
same underlying cluster of 
attitudes so that they can be 
aggregated? 
Items were selected from the volume of relevant research 
studies with deliberation. Some items were suggested from 
other researchers. 
Biases   in   question.   Double   
questions?   Long questions? 
Care was taken with pretesting and revising to ensure that 
all biases in questions including double question, 
ambiguous questions, leading questions and long questions 
were removed. 
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The sequencing of the questions 
This research utilised a funnel approach Festinger & Katz 
(1966) to help participants answer those questions more 
comfortably and easily. That is, those questions were from 
general questions to more specific, easy to more thoughtful. 
Have you allowed respondents 
to indicate levels of intensity in 
their replies, so that they are not 
forced into only “Yes” or “No” 
answers where intensity of 
feeling may be more 
appropriate? 
There were no “yes” or “no” answers. The questions were 
designed to investigate the respondents’ attitude about 
prosumer behaviours and personality traits with a five-
point Likert scale. The rating scale included strongly 
disagree, disagree, neutral, agree, and strongly agree. 
Moreover, each question had at least five items in order to 
gather a precise response. 
Source: Adapted from  (Chiu, 2011) 
 
Step 5: Structure of the questionnaire 
According to Churchill & Lacobucci (2009) the structure and layout of the questionnaire can 
have an influence on the overall response rate. The researcher needs to enhance the reliability 
of data, and structure is an important consideration. This questionnaire was divided into three 
sections to lead respondents into successfully completing questions. Those questions were 
asked from general to specific, from intuitional to considered.  The first section was divided in 
to two parts: 
Section One 
Starts with six questions were screening questions to determine if the participant: 
1. is not employed as a programmer or developer; 
2. has an advanced level of IT skills; 
3. has used these skills to develop solutions used in the workplace; and, 
4. the solution that was developed was successful. 
This section was designed to investigate whether the participants are prosumers by 
discovering if they demonstrated any prosumer behaviours – such as using advanced levels of 
technical skills to develop solutions that are successfully used in the workplace, when they are 
not employed to do so (not programmers or developers). 
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The next section within Part one asked for the participant to rate each item from the list of 
‘motivators’ to understand what are the motivating reasons behind why the prosumers 
undertake these activities when they are not employed to do so. This question was speculative 
and was included as exploratory to discover any evidence of patterns that might lead to a 
recommendation for future research. 
Motivators 
The prosumers were asked a series of ten questions about what motivates them to express 
prosumer behaviour in the workplace. 
These questions were based on the literature and in particular three areas of theoretical 
thinking:  
 
3.3.2 Economy of innovation theory 
Franke et al. (2006) presents findings that would support the hypothesis that one of the 
motivations for prosumers, (labelled in their research as “lead-users”), undertaking the 
prosumer behaviour comes from the concept of ‘high expected benefits’ (HEB) that was 
derived from research on the Economics of Innovation. Therefore HEB could therefore serve 
as an indicator of motivation for undertaking prosumer behaviours. 
3.3.3 User-innovators theory  
Similarly Baldwin et al. (2006) specifically focuses on innovation products that are developed 
by prosumers (labelled by Baldwin as ‘user-innovators’) and finds that commercially 
attractive products tend to have been developed by these user-innovators, those who seek to 
develop new designs for their own personal use, or in the case of firms, for their internal 
corporate benefit. Baldwin et al. (2006) found that the user-innovators do not have to be paid, 
but are motivated by their own desire to achieve a better product and they seek to enhance the 
things that they do.  
Therefore “seeking to enhance” (STE) could therefore serve as an indicator of motivation for 
undertaking prosumer behaviours.  
3.3.4 Theory of Interest 
And finally, we look at the theory of interest where the literature supports the experience 
interest as the more proximal motivator for persistence and subsequent engagement, 
particularly for activities that take place over the long term (Harackiewicz, Barron, & Elliot, 
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1998).  Interest may have a relationship to prosumer goal-striving. This because it influences 
which activities individuals choose to do and how long they choose to do them (Lepper & 
Henderlong, 2000). Further evidence of the importance of interest theory in this discussion 
comes from Silvia (2008) who found that Interest’s function is to motivate learning and 
exploration, and to take on the challenge, all key activities of the prosumer. By motivating the 
prosumer to learn for its own sake, interest ensures that the prosumer will develop a broad set 
of knowledge, skills, and experience, all necessary antecedents to support the process of 
prosumption. Therefore a desire for “learning and exploration” (LAE) could therefore serve as 
an indicator of motivation for undertaking prosumer behaviours. 
3.3.5 The prosumer motivators asked in this study 
The participants were asked to rate on a Likert scale about each of the following motivators 
for them to undertake prosumer behaviours in the workplace. The following table shows the 
motivator and the link to theory. Not all the questions asked were linked to theory but were 
included as exploration into other potential reasons for the prosumer’s underlying 
motivations. The following theory codes in the table (21) below are explained in the above 
sections and are LAE- Learning and Exploration and linked to the Theory of Interest, HEB - 
high expected benefits and is linked to the Economics of Innovation theory, STE- seeking to 
enhance and is linked to the user-innovation theory, while N/A refers to not applicable as no 
theory was applied or explored in this case. 
Table 16 Prosumer motivators 
Motivator Theory Code 
I enjoy learning new things LAE 
I enjoy the challenge of seeing if I can do it HEB 
I gain a lot of satisfaction from this activity HEB 
I am passionate about improving my workplace STE 
I feel a sense of achievement in seeing the solution working 
and being used HEB 
I see it as a way to impress my employers and peers N/A 
I see it as a way to advance my career HEB 
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I like others to see the things I can do N/A 
It is out of necessity and a way to enhance things HEB 
I want to be seen as a leader in my field N/A 
Legend for the table on prosumer motivators 
HEB high expected benefit Economics of Innovation 
STE seeking to enhance  User-Innovator Theory 
LAE 
learning and 
exploration 
Interests Theory 
N/A No theory applied   
 
The final question in Part one asked the participant on self-efficacy and was based on the 
literature. The theoretical conceptions of self-efficacy in the literature establish that self-
efficacy can be measured by assessing a person’s judgment of capability to perform a 
particular task (Bong, 2006; Bong & Skaalvik, 2003). 
 
Section two 
Participants were asked basic demographic information with four questions on education, age, 
occupation and industry. These questions were used to explore a fundamental understanding 
about the survey respondents. 
Section three 
The third section was the structured set of questions provided by the BFI literature. These 
questions are academically proven and available to interested researchers and have been used 
in a wide range of studies (Clark & Schroth,2010; Neuberg & Newsom, 1993; Gross & John, 
1998; Wolfe & Johnson, 1995). These questions were not modified or altered in any way for 
this research. 
 Layout of the questionnaire 
According to Churchill & Lacobucci (2009) a clear structure and proper layout would be 
helpful to participants complete the questions and increase overall response rate. Part of the 
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pre-testing included asking testers to consider the layout to ensure that there was no confusion 
that will impact on the survey completion rate. 
As can be seen in Appendix A the font selected was in a readable size, italics and bold were 
used to emphasise key words and instructions. Colours used in the survey were considered to 
ensure consistency. Simple instructions were given with questions where necessary and 
responses were arranged vertically. Finally, this survey had a brief introduction to explain the 
purpose of this survey, as well as a message of thanks at the conclusion of the survey. 
According to Davis & Cosenza (1993) and Malhotra (1999) appropriate wording can prevent 
researchers from obtaining useless data created from misunderstanding or different 
interpretation of research questions by the participants. Therefore careful consideration was 
made for the target population. Questions were carefully constructed (and peer reviewed) to 
ensure clear and simple vocabulary. Short sentences were combined to ensure that the 
participants would understand the questions. 
Step 6: Design web based survey 
An advanced online survey tool was used that enabled a sophisticated and feature rich survey 
interface to be made available to participants through an online link. Access to such a tool 
supports a good user experience and should facilitate a higher completion rate.   
Step 7: Pre-test 
The survey was pre-tested by a sample of ten respondents. The pre-test was examined to 
ensure this survey was an ideal research design for a pilot study (Kumar et al., 1999; 
Malhotra, 1999).  
Step 8: Revise and retest 
This questionnaire had been subject to a number of variations and revisions over an extended 
period during the questionnaire development process. Amendments and edits were suggested 
by both the faculty supervision team as well as the Faculty-based Research Ethics Advisors . 
The revisions included re-wording and simplification to sentencing and grammar.  
This peer review and subsequent revision was necessary and an important process in the 
research design to ensure a better survey response rates. 
Step 9: Turn on online survey 
The period of survey collection was approximately over one month with  the online survey 
was available to respondents from 11 October 2013 to 11 November 2013. 
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Participants 
The hypothesis required attention be given to the workplace domain and people with 
advanced technical skills who had developed IT solutions in the workplace. This meant that 
the targeted organisations needed to have people who had both access to technology and the 
ability to develop IT solutions in their workplace. On this basis the researchers decided to 
target professional organisations such as consulting firms and professional services firms. 
The survey presented a list of occupations that was sourced from the Australian Bureau of 
Statistics (Australian Standard Classification of Occupations (ASCO) Second Edition, 1997). 
This list allowed the researcher to report on the distribution of occupation types across the 
sample. 
A large number of firms targeted on the basis of the following:- 
- Professional services firms with a high density of white collar professionals; 
- Firms that have a high level of computerisation and use of computers, laptops and 
technologies;  
- Firms that are consulting firms or have consultants and sales people working in the 
white collar industries; 
- Firms that may be in the IT industry, service providers but focusing on the divisions 
such as consulting and project services(as opposed to programming); 
In relation to targeting the individual participants the following logic was applied: 
- White collar professionals 
- For example the following were considered targets:  
o Consultants, project managers, educators, consulting engineers, law firms, 
financial services etc. 
- University trained professions 
- Access to technology –high use of laptops, computers and software 
Based on this filtering criteria a large number of organisations were identified and  
approached, across a number of industries, seeking their support for staff participation in the 
study. It should be noted that a large number of organisations were known to the researchers 
through industry networking and connections. The researcher was able to access a large 
number of chief executives and senior executives and as a result there was a very high rate of 
success with obtaining agreement and approval for recruiting. 
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With each of these contacts the research team shared some information about the hypothesis 
and the potential impact they could have on innovation-making, as well as explaining the 
context and purpose of the study. The organisations were asked to consider whether there 
were staff in their organisations who exhibited prosumer like behaviours. Then we sought 
permission to distribute the participant information pack that invited participation in the 
online study and also seek their consent to participate. The participant information pack 
explains the purpose of this project and will help the participant to self-select and identify 
with the description of the prosumer. The participant information pack can be viewed in 
Appendix A 
3.4 ANALYSIS 
This section describes how the data will be analysed. A range of statistical analysis will be 
performed on the study data. The preliminary power analysis and theoretical sampling 
analysis suggested that a sample of at least 125 was sufficient for exploratory purposes 
(Creswell, 2008).  
The first step will be reporting information concerning the number of respondents who did 
and did not complete the instrument. The second step will be  applying the filters that were 
built into the survey questions that allows grouping of participants to support comparative 
analysis and discussion on the differences between these groups. Then statistical analysis 
would involve: 
Cronbach’s α to determine the inter-item scale reliability for each of the five BFI 
dimensions and the Self-Efficacy dimension; 
 In statistics, Cronbach's a (alpha) is a coefficient of internal 
consistency. It is commonly used as an estimate of the reliability of a 
psychometric test for a sample of examinees. 
 It is considered to be a measure of scale reliability. Technically 
speaking, Cronbach's alpha is not a statistical test  it is a coefficient of 
reliability (or consistency). 
 For the purposes of this study it was useful for testing the reliability of 
the psychometric test; 
 t-tests for comparing sample means; 
 A t-test is a statistical examination of two population means. A two-
sample t-test examines whether two samples are different and is 
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commonly used when the variances of two normal distributions are 
unknown and when an experiment uses a small sample size. 
 In this study a t-test was applied to  compare the psychometric scores 
of the prosumer population with the total sample. 
Multiple regression analysis to test the hypothesis; 
 In statistics, regression analysis is a statistical process for estimating 
the relationships among variables. It includes many techniques for 
modelling and analysing several variables, when the focus is on the 
relationship between a dependent variable and one or more independent 
variables.  
 More specifically, regression analysis helps one understand how the 
typical value of the dependent variable (or 'criterion variable') changes 
when any one of the independent variables is varied, while the other 
independent variables are held fixed. 
 In this study the multiple regression tests were used to test the 
hypothesis that the presence of one dimension for example, openness 
has a relationship on the presence of another dimensions such as self-
efficacy. 
Means; 
 This study used a range of means analysis from the most common 
expression for the mean of a statistical distribution with a discrete 
random variable being the mathematical average of all the values. 
 The mean of a statistical distribution with a continuous random 
variable, also called the expected value, is obtained by integrating the 
product of the variable with its probability as defined by the 
distribution. 
 In this study the mean provided insights into the average score across 
the participants and the groups of participants as well as the mean of 
the statistical distribution; 
Standard deviations;  
 A measure of the dispersion of a set of data from its mean. The more 
spread apart the data, the higher the deviation. Standard deviation is 
calculated as the square root of variance.  
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 In this study the standard deviation was used as a test for deviations 
from the mean of the sample, a useful test when looking for 
significance. 
Reliability coefficients for all of the key measured variables; 
 In psychometrics, reliability is the overall consistency of a measure. A 
measure is said to have a high reliability if it produces similar results 
under consistent conditions. 
 In this study the reliability tests were applied to ensure consistency and 
reliability of the sample and the results. 
Pearson zero-ordered correlations Correlation; 
 Correlation between sets of data is a measure of how well they are 
related.  
 The most common measure of correlation in statistics is the Pearson 
Correlation and it shows the linear relationship between two sets of 
data. 
 For this study the Pearson correlation was used to test the relationships 
between the personality dimensions being tested. 
Analysis of Variance (ANOVA) with one or two factors; 
 Measures the linear relationship between two interval/ratio level 
variables. 
 For this study ANOVA was used to see if there was any difference 
between groups on the personality dimensions and whether there was 
any relationship between the personality dimensions. 
Anderson-Darling Normality Test - The  Anderson & Darling (1952) test is one of 
the most powerful and important goodness-of-fit and normality tests in the 
statistical literature (Sinclair & Spurr, 1988). 
There will also be an extensive amount of descriptive statistical analysis of the data for all of 
the variables, in particular around the demographics of age groups, occupations, industries 
and education.  
The main objective of the statistical analysis will be to test the hypothesis and to understand 
the:  
1. The personality trait scores of the sample and in particular the prosumers; 
2. The self-efficacy ratings; 
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3. The relationships and correlations between these variables and this includes the 
dimensions of neuroticism, extraversion, openness, agreeableness, and 
conscientiousness with self-efficacy. 
Various statistical hypothesis tests have been developed for exploring whether there is 
something more interesting in one or more data sets than would be expected from the chance 
fluctuations of Gaussian noise. The simplest of these tests is known as linear regression. The 
researchers expanded beyond regression to measure the significance of any detected trends in 
terms of a p-value.  The p-value is an estimate of the probability that we would wrongly reject 
the null hypothesis. Therefore, the smaller the p value, the less likely that you would observe 
as large a trend as is found in the data from random fluctuations alone. By convention, one 
often requires that p<0.05 to conclude that there is a significant trend (i.e., that only 5% of the 
time should such a trend have occurred from chance alone). In this data analysis we planned 
to apply the p<0.05 benchmark to the test for significance. 
3.5 RELIABILITY AND VALIDITY 
This section only applies to the analysis on the quantitative data and describes the test for 
reliability and validity. Important to academic research is objective and factual research and it 
is essential to ensure evaluative criteria for the results obtained (Lawal, 2009; Polit & Beck, 
2006). For questionnaire-based research the two major groups of evaluative criteria research 
are Reliability and Validity via Goodness of Measure (Zigmund, 2000). While a reliable 
questionnaire will yield consistent results from repeated samples and different researchers 
over time, a valid questionnaire measures what it claims to measure. Therefore analysis based 
on these evaluative criteria is important to establish a good questionnaire. 
Reliability is the extent to which a measure will produce consistent results (Sekaran,  2003; 
Zigmund, 2000) and Validity determines whether the research measures what it intends to 
measure (Sekaran, 2003; Zigmund, 2000).  
Reliability tests the stability and consistency in measurement, and validity tests whether the 
measurement is the right concept.  
The following table discusses the reliability and validity tests from the literature and whether 
they have been applied in this study or not applied. Test-retest reliability and Internal 
Consistency Reliability are two major reliability tests (see Table 17). 
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Table 17 Definitions for Reliability and Validity 
The Test that 
could have been 
applied 
The Definition of the test Was this test Applied in the 
study? 
Reliability 
Test-retest 
reliability 
Two sets of respondents complete the 
survey at two different points in time 
Correlation or R-squared coefficients 
(Pearson Coefficient) are calculated to 
compare the two sets of responses 
Not applied in this study 
Internal 
consistency 
reliability 
A reflection of how well the different items 
complement each other in their 
measurement of different aspects of the 
same variable or quality 
It is measured by calculating Cronbach’s 
coefficient alpha 
Questionnaire pre-testing 
Brief and explicit 
instructions 
Questionnaire development 
Validity 
Face validity Questionnaire research design It addresses 
the concern of whether the questionnaire 
appears to measure the concepts being 
investigated 
Empirical investigation 
Adapted scale items 
Questionnaire pre-testing 
Content 
validity 
Questionnaire research design  relates to 
the representativeness or sampling 
adequacy of the questionnaire regarding the 
content or the theoretical constructs to be 
Questionnaire pre-testing 
Factor analysis 
Literature review 
Experts feedback 
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According to Marshall (2005) Test-retest reliability is a measure of how reproducible a set of 
results is, and this is measured by having two sets of respondents complete the questionnaire 
at two different points in time using similar circumstances to see the stability of the responses 
via correlation or R-squared coefficients analysis (Marshall, 2005; Veal, 2005). A further test 
for reliability comes from internal consistency reliability which tests how well the individual 
measures are converted into a composite measure (Marshall, 2005).  Cronbach’s coefficient 
alpha (Cronbach, 1946) measures internal consistency reliability among a group of items 
combined to form a single scale. It is a reflection of how well the different items complement 
each other in their measurement of different aspects of the same variable or quality (Marshall, 
2005; Veal, 2005). 
Validity is the second evaluative criteria and there are four types known as face, content, 
criterion, and construct validity. Face validity measures how well the items appear to be 
measuring what they are supposed to be measuring (Brace, 2008;  Marshall, 2005), while 
content validity is a subjective measure of how appropriate the items in the questionnaire 
seem to be by a set of reviewers who have some knowledge of the subject matter (Brace, 
2008).  This measure is to demonstrate that the items of a test are drawn from the domain 
being measured. And then Criterion validity is how well an instrument aligns with another 
instrument or predictor (Brace, 2008; Marshall, 2005).  Lastly, the construct validity confirms 
the goodness of fit of the model to the data. 
In this study the validity and reliability measures were utilised to ensure that the researcher 
engaged valid and reliable scientific research.  The process outlined for questionnaire 
development including considerations for both reliability and validity. The questions were 
developed from relevant research and were pre-tested by experts as well as with random 
respondents in the sample group to ensure its face and content validity.  
The analysis was further assisted by the use the structured five-point Likert scale and the 
empirically tested BFI instrument for measuring the personality dimensions.. 
3.6  ETHICAL  CONSIDERATIONS 
This program of research was conducted according to the National Statement on Ethical 
Conduct in Research Involving Humans, developed by the National Health and medical 
Research Council (NHMRC), and the Queensland University of Technology guidelines. As 
the research involves surveying humans, a “Low Risk” Ethical Clearance application was 
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prepared for ethical clearance for this study. The application was reviewed by the Chair, 
University Human Research Ethics Committee (UHREC) at the Queensland University of 
Technology and confirmed as meeting the requirements of the National Statement on Ethical 
Conduct in Human Research (2007) – QUT Approval number was 1300000410.  
This process is to ensure that this research is free of coercion, discrimination, and exploitation 
(Aguinis & Henle, 2010), participation in this research was entirely voluntary and participants 
could withdraw at any time. Informed consent was obtained from participants in the study and 
confidentiality was maintained by not capturing any identifying information.  The results 
from the studies were kept secure in accordance with Queensland University of Technology 
standards. 
3.7 LIMITATIONS 
There are three notable limitations to the method. 
In consideration of time and cost constraints, the non-probability sampling method was 
chosen. Because the selection of elements is non-random, non-probability sampling does not 
allow the estimation of sampling errors. These conditions give rise to exclusion bias, placing 
limits on how much information a sample can provide about the population. Information 
about the relationship between sample and population is limited, making it difficult to 
extrapolate from the sample to the population. These limitations have an impact on data 
quality and that statistical results used to represent the whole population may be weak. The 
method might limit the generalisability of results. Because this research is an exploratory 
study, the main research purpose is to test the emergent concepts rather than make 
generalisations. 
The nature of using online surveys may weaken the legitimacy of using probability sampling 
because probability samples in Internet surveys are highly affected by the problem of non-
coverage and sampling frame problems (Fielding et al., 2008). The issues are related to the 
fact that 1) the Internet may not be available to all members of the population; 2) if email is 
used to invite participants to access the web survey, there is no email directory of the general 
population of Internet users that can be used as a sample frame. Despite the efforts made to 
adopt probability sampling, non-probability judgemental and convenience sampling 
techniques were adopted. Because the target population were employees of organisations that 
had been approached concerns about Internet based surveys resulting in the lack of a sampling 
frame were less of an issue. 
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The long length of the questionnaire may have had an impact on the reliability of the survey 
results. The design of the BFI instrument from the literature had specifically addressed the 
need for shorter surveys to ensure higher completion rates. Yet this study needed to add a 
number of questions to the BFI instrument and lengthen the survey thereby increasing the 
time to complete. Despite this of the 508 starts only 62 failed to complete which is considered 
acceptable. To assist with the completion rate the researcher conducted and maintained the 
design and implementation of the online survey to help to enhance the quality of data. 
3.8 CONCLUSION 
This chapter started by explaining the various steps of the research design process by starting 
with a discussion and justification of the research paradigm. Discussed and justified was the 
positivist paradigm for this research and then the research design section discussed the survey 
and quantitative components of the research. In the data collection section, the development 
of an online questionnaire as the method of collecting data was discussed, which included the 
considerations for best practice development of structure, layout and wording of online 
questionnaires. 
The target participant sample was discussed as well as the approach for analysis of the data. 
Discussions were presented around the validity and reliability of the research approach and 
the ethical considerations which were also well considered. 
Finally the limitations of the research design were presented. The following chapter discusses 
the data analysis of the data collected through the study. 
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Chapter 4: Results 
4.1 INTRODUCTION 
This chapter presents the data and the results gathered from the study.  
The results chapter are organized as follows. After this introduction in section 4.1, Section 4.2 
provides data on the response rate of the sample. Section 4.3 reviews the demographics 
analysis of the sample.  Section 4.4 presents the data results from the questions on the 
motivators for prosumer behaviour. Section 4.5 presents data analysis on the responses to the 
questions on self-efficacy and Section 4.6 provides data on the Big Five inventory personality 
traits. Section 4.7 presents statistical findings as well as reliability of the test scores obtained 
from the Self-Efficacy/Big Five Inventory or BFI. Section 4.8 presents the statistical findings 
against the research hypothesis questions and concludes in Section 4.9 with a summary of the 
chapter’s key findings. 
4.2 RESPONSE RATE 
For this study around 20 medium to large organisations were approached, who had staff that 
were working across a number of fields and industries, seeking their support for staff 
participation in the study. After sharing some information about our hypothesis of the 
prosumers and their impact on innovation-making, as well as explaining the context and 
purpose of the study, the senior executives were asked for permission to distribute the 
information pack that invited participation in the online study and also sought their consent to 
participate. Of those organisations that were approached, all agreed to approve their 
participation in the study and participation information packs were distributed. The level of 
support from the organisations varied, from those who simply sent the survey link with the 
information pack to their staff to those who actively encouraged their staff to participate and 
followed up the progress. There were some executives who supported the study to the extent 
that they contacted other organisations with whom they did business to promote further 
participation. This level of support contributed to a considerable boost in responses. 
The participation information pack included the following descriptive text: 
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The purpose of this project is to understand more about the personality and 
characteristics of users within the organisation who use technology in an advanced 
way. 
The term “prosumer” is commonly used to describe people who are both ‘producers 
and consumers’ of technology and in the context of this research the prosumers are 
those users in an organisation that have advanced technical capabilities and they 
access, use, configure or develop solutions using  technology, of their own volition, to 
solve their own vexing industry or work problems.  
Therefore they not only ‘consume’ technology solutions but they also ‘produce’ 
technology solutions and are therefore ‘Prosumers’.  
Prosumers have the potential to introduce innovation into the organisation and 
understanding more about prosumers is important academic research that may benefit 
industry. 
You are invited to participate in this project because you use technology and you may 
also use it in such a way where you are using technology to develop solutions to make 
your job better or to improve how you do things. 
 
4.2.1 Self-selecting prosumers 
The invitation to participate included some initial selection criteria that allowed the intending 
participants to ‘self-select’ as to whether they believed that they would fit the description of 
being a prosumer and therefore undertake the study. The self-select criteria were:- 
1. They believed that they had an advanced level of technical proficiency;  
2. They have previously developed an IT solution that was used in the workplace; and, 
3. They are not employed as programmers or developers with the specific purpose of 
developing such solutions to be used in the workplace. 
Despite providing the opportunity to self-select there were some participants who did not 
meet these criteria but still participated in the study. The analysis of the questions that 
followed was able to identify these participants and to assist with grouping them during the 
analysis where appropriate. 
The following table provides a breakdown of the responses received and how the responses  
will be grouped through the analysis process (see Table 18). 
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Table 18 Data Results Analysis 
Details Number of 
Responses  
Total 
Survey submissions 508 
Incomplete surveys -62 Filtered out 446 (sample) 
Employed as developers/programmers 104 
Not technically proficient 130 
Had not developed any IT solutions used in the 
workplace 
17 
Had developed an IT solution but it was not a success 7 
Target group for further analysis as Prosumers – these 
177 will be compared against the sample of 446 
177 
 
Filtered out responses for incompletes 
There were 508 online submissions of the survey, and of these 62 were incomplete and were 
the excluded. The decision to filter these 62 responses was based solely on the fact that for 
these respondents the survey had not been completed and there was incomplete data for 
supporting the analysis. In most cases the personality profiles were not completed and this 
meant that an incomplete data set was received which would have the potential of skewing the 
results. On this basis the 62 incomplete responses were excluded. 
Further analysis of the remaining 446 revealed that 104 participants had disclosed that were 
employed as programmers or developers and therefore are employed to develop IT solutions 
in the workplace.  
Another 130 had rated themselves as not being technically proficient and a further 17  
disclosed that they had never developed an IT solution that was used in the workplace. 
An additional 7 participants disclosed that while they had developed an IT solution for use in 
the workplace it was not a success. This analysis helped to identify a sub-set of participants 
(177) who will be referred to as the “prosumers” or “prosumer-participants”. These 177 will 
have an increased level of analysis applied but there will also be analysis of the total 446 and 
some analysis that compares the 177 to the total sample of 446. 
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4.3 DEMOGRAPHICS 
4.3.1 Age profile of the prosumers 
The following table (17) provides the breakdown of the age groupings of the 177 prosumers. 
Table 19 Age Analysis of prosumers. n=177 
Demographic Detail Count 
AGE Under 25 20 
25 to 34 85 
35 to 44 48 
45 to 54 22 
55 to 64 2 
65 and over 0 
TOTAL 177 
 
 
 
 
 
 
 
 
 
 
The majority of the prosumers fall into the age groupings of: 25 to 34, or 35 to 44 with the  
4.3.2 Occupation profile of the prosumers 
The following two tables (17 &18) provide a breakdown of the occupations of the prosumers. 
The first table (table 17) represents 63% of the total sample and provides an indication of the 
Figure 13 Age groupings for prosumers. n=177 
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highest occupations selected. 23% of the total sample came from the Computing, Business 
and Information professional’s occupations.  
The distribution spread across the occupations is significant and the highest grouping by 
number was 34 participants who selected “other” and this group represented 19% of the 
sample. The next largest group was computing professionals – consultants and this group 
represented 16% of the total sample. The third largest group was Business and Information 
Professionals that represented 7%. The following table provides the top 10 largest occupation 
groups of the sample. 
Table 20 Top ten occupation groups (by number) of the prosumers. n=177 
Occupation Group Number Percentage 
OTHER 34 19% 
Computing Professionals - Consultants 29 16% 
Business and Information Professionals 12 7% 
Computing Professionals - Tester 7 4% 
Accountant 6 3% 
Computing Professionals - Systems Manager 6 3% 
Sales Representative (Info & Communication Products) 5 3% 
Computing Professionals - Analyst 5 3% 
Marketing Specialist 4 2% 
Quality Assurance Manager 3 2% 
 
The following table provides a count of the all of the occupations of the prosumer-participants 
of 177 (see Table 21). 
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Table 21Occupation groupings count of all participants. n=177 
Occupations 
Accountant 6 Computing Professionals - Systems Designer 2 
Medical Practitioner - Specialist Medical Practitioners 1 Computing Professionals - Systems Manager 6 
Architect 2 Accountant - External Auditor 1 
Archivist 2 Computing Professionals - Tester 7 
Personnel Officer 1 Copywriter 1 
Art Teacher 1 Dietician 1 
Policy Analyst 1 Economist 1 
Quality Assurance Manager 3 Editor 2 
Sales Representative (Industrial Products) 2 Engineer - Biomedical Engineer 1 
Sales Representative (Info & Communication 
Products) 
5 Engineer - Building and Engineering Professionals 1 
Sales Representative (Medical & Pharmaceutical  1 Engineer - Civil Engineer 1 
Social Worker 2 Engineer - Electrical Engineer 1 
Botanist 1 Engineer - Electrical or Electronics Engineering Technologist 1 
Surveyor 3 Engineer - Electronics Engineer 3 
Teacher - Education Officer 2 Engineer - Engineering Technologists 1 
Teacher - Primary School Teacher 1 Engineer - Industrial Engineer 3 
Teacher - Secondary School Teacher 3 Engineer - Mechanical Engineer 3 
Technical Sales Representatives 1 Geologist 1 
Technical Writer 2 Graphic Designer 1 
Building Surveyor 1 Advertising Specialist 1 
Business and Information Professionals 1
2 
Industrial Designer 1 
Chemist 1 Industrial Relations Officer 1 
Community Worker 1 Legal Practitioner - Barrister 1 
Computing Professionals - Consultants 2
9 
Management Consultant 2 
Computing Professionals - Analyst 5 Market Research Analyst 2 
Computing Professionals - Computer Systems Auditor 1 Marketing Specialist 4 
Computing Professionals - Software Designer 3 OTHER 34 
  TOTAL 177 
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The largest group of occupations was ‘Other” at 34 and Computer Professionals – Consultants 
at 29. The occupations provided under the other category did not reveal any single large 
definable group was represented, as all the occupations named under the “Other” category 
were unique and diverse with no common grouping or trend. 
4.3.3 Education profile of the prosumer-participants 
The following table (20) provides a breakdown of the level of education achieved across the 
177 prosumers.  This analysis reveals that 84% of the prosumer participants have a university 
degree qualification with 22% of these undertaking post-graduate studies.  
Table 22 Education of prosumers. n=177 
Level of education Number 
Secondary or High School 28 
Technical College 17 
University Degree 92 
Post graduate university degree 39 
Other 1 
TOTAL 177 
 
4.3.4 Industry profile of the prosumer participants 
 
The following table (20) provides a breakdown of the industry groupings in which the 
prosumers are working. While the analysis reveals a broad distribution of industries there is 
strong representation from the top three represented industry groups of Information, Media 
and Telecommunications industry (27%), Professional, scientific and technical services (14%) 
and Education and training (10%). 
Table 23 Industry groups of the prosumers. n=177 
Industry Count 
Information media and telecommunications 47 
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Financial and insurance services 16 
Professional, scientific and technical services 25 
Administrative and support services 11 
Public administration and safety 6 
Education and training 17 
Health care and social assistance 6 
Arts and recreation services 5 
Manufacturing 10 
Electricity, gas, water and waste services 1 
Construction 7 
Wholesale trade 1 
Retail trade 9 
Accommodation and food services 1 
Transport, postal and warehousing 3 
Other 12 
Total 177 
 
4.3.5 Summary of the demographic profile of the prosumers in this study 
The 177 prosumer-participants survived the main components of the filtering process because 
they answered positively to the following questions: 
1. You are NOT currently employed as a programmer or coder and your typical daily 
work tasks DO NOT entail developing and configuring software solutions by way of 
coding and programming software; 
2. You have an advanced level of technical IT proficiency, especially in the area of using 
or configuring software solutions; and, 
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3. You have used your advanced level of technical IT proficiency to personally develop 
(or help develop with others) a technical solution for use at work by yourself or for 
others. 
Describing the profile of the prosumer subjects. 
Based on the filtering criteria and the other demographic details that were captured, the group 
of 177 participants can be described by the following summary: 
1. They all have a high degree of technical capability and yet are NOT employed for the 
specific purpose of developing IT solutions for use in the workplace; 
2. Even though they are not employed to do so they have all developed an IT solution for 
use in the workplace and they believe that it delivered a successful outcome; 
3. 105 out of the 177 sample are under the age of 35 and less than half of the sample of 
177 work as IT professionals – yet not as programmers or solution developers – with 
the largest groups being consultants; 
4. 86% of the sample can be broadly categorised as being aged under 45, holding a 
university degree, working in either the industries of: Information media and 
telecommunications, Financial and Insurance services or Professional, Scientific and 
Technical services, and having a position considered to be a Business or IT 
professional; 
5. The remainder of the sample is widely distributed across older ages, around 12 other 
industries, working in close to 80 occupations – only 12% of this group of 177 do not 
have degree qualifications; and, 
6. A key feature of these 177 participants is that they have exercised behaviours of 
developing IT solutions for use in the workplace and these solutions were successful – 
and while these participants were not employed to do so they applied their advanced 
technical skills to develop these solutions that were used successfully in the 
workplace. 
In this study the responses of these 177 prosumers are the focus of this analysis for testing the 
hypothesis. 
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4.4 RESPONSES FOR THE MOTIVATORS FOR PROSUMING 
As outlined in Chapter three the questions on motivators were based on a range of theoretical 
contexts and the ten questions were mapped as per the following table: 
 Table 24 Prosumer motivators 
Motivator 
Theory 
Code 
Table Row label 
I enjoy learning new things LAE Enjoy Learning 
I enjoy the challenge of seeing if I can do it HEB EnjoyChallenge 
I gain a lot of satisfaction from this activity HEB GainSatisfaction 
I am passionate about improving my workplace STE PassionateImprove 
I feel a sense of achievement in seeing the 
solution working and being used HEB 
SenseAchievement 
I see it as a way to impress my employers and 
peers N/A 
ImpressEmployerPeers 
I see it as a way to advance my career HEB AdvanceCareer 
I like others to see the things I can do N/A LikeOthersToSee 
It is out of necessity and a way to enhance things HEB NecessitySolution 
I want to be seen as a leader in my field N/A BeLeader 
Legend for the table on prosumer motivators 
HEB high expected benefit  Economics of Innovation 
STE seeking to enhance   User-Innovator Theory 
LAE learning and exploration  Interests Theory 
N/A No theory applied    
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The following figure illustrates the results of the survey questions around prosumer 
motivators having been analysed and graphed (see Figure 14).  
 
 
Of the ten motivators there were six where over 80% of the participants either “strongly 
agreed” or “somewhat agreed”. The “enjoy learning” question scored almost an 80% response 
for “strongly agree” and 19% for “somewhat agree. 
4.5 PERSONALITY DIMENSIONS IMPACT ON SELF-EFFICACY 
This research sought to measure self-efficacy by asking the prosumers to measure their own 
judgment of capability to perform a particular task. In this case, with any future "IT solutions" 
that they personally might develop, how confident were they that these solutions would likely 
be successful in achieving their set objectives. 
0% 20% 40% 60% 80% 100% 120%
Enjoy Learning
SenseAchievement
EnjoyChallenge
GainSatisfaction
PassionateImprove
NecessitySolution
AdvanceCareer
BeLeader
LikeOthersToSee
ImpressEmployerPeers
Enjoy
Learning
SenseAchi
evement
EnjoyChall
enge
GainSatisfa
ction
Passionate
Improve
NecessityS
olution
AdvanceCa
reer
BeLeader
LikeOthers
ToSee
ImpressEm
ployerPeer
s
Strongly agree 79% 67% 65% 61% 43% 38% 35% 28% 27% 24%
Somewhat agree 19% 28% 33% 33% 45% 45% 36% 41% 38% 38%
Neither agree nor disagree 1% 3% 2% 5% 10% 12% 20% 20% 20% 19%
Somewhat disagree 1% 2% 0% 1% 3% 3% 7% 10% 10% 13%
Strongly disagree 1% 0% 0% 0% 0% 2% 1% 1% 5% 6%
Motivators for Prosumer behaviours 
Strongly agree Somewhat agree Neither agree nor disagree
Somewhat disagree Strongly disagree
Figure 14 Motivators for doing prosumer behaviour n=177 
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Almost half of the prosumers in the study (49%) demonstrated ‘very high’ self-efficacy 
scores. These prosumers answered “strongly agree” for the self-efficacy variable in the 
survey. Half of the prosumers (50%) in the study demonstrated ‘high’ self-efficacy scores. 
These prosumers answered “somewhat agree” to the self-efficacy question. 
By comparison, with the non-prosumers, the results were 22% ‘very high’ self-efficacy and 
34% ‘high’. But also in this group of non-prosumers there was 16% scores in the ‘low’ 
category. These participants answered to the negative with “somewhat disagree” for the self-
efficacy question. 
 Also in this group there was 28% who answered strongly to the negative for self-efficacy. For 
this study these participants were deemed to have No self-efficacy. The self-efficacy results 
are summarised below (see Table 25). 
Table 25 Self-Efficacy results 
  Self-Efficacy scores   
  Very High High Low No Total 
Prosumer 49% 50% 1% 0% 100.00% 
Non-Prosumer 22% 34% 16% 28% 100.00% 
 
Linkage between Self-Efficacy and employment type 
The study revealed that there was a linkage between self-efficacy and employment type. 
The following table reveals that the highest group of employment with self-efficacy is 
computer-professionals. This group represents 25% of the sample and is the largest group 
with self-efficacy. Also of significance was Marketing specialist (30), Engineer (15), Busines 
sand information Professional (12) see Table 26. 
Table 26 Occupation with self-efficacy 
Occupation 
 
Count 
 
Computing Professionals 
 44 
Other 
 34 
Marketing Specialist 
 30 
Engineer 15 
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Business and Information Professionals 
 12 
Accountant 
 8 
Accountant - External Auditor 
 8 
 
4.6 BIG FIVE INVENTORY 
The mean scores for the BFI for the entire sample of completed surveys (446) is as follows 
which firstly includes the 177 prosumers (see Figure 15) 
 
To provide a comparison, the following figure illustrates the data results for just the 
population of the prosumers (n=177) and this illustrates the differences in personality 
dimension scores when the prosumers are analysed on their own, compared to the previous 
figure which was the entire population of participants n =446.  
For the prosumers, openness, conscientiousness and extraversion show significant differences, 
while the other dimensions of agreeableness and neuroticism don’t (see Figure 16). 
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Figure 15 Mean scores for the entire population. n=446 
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When the data results are separated into “prosumer” and ‘non-prosumers” and graphed 
together as separate series, the differences in dimensions are apparent for some dimensions 
such as openness, conscientiousness and extraversion. The mean scores of the prosumers and 
the non-prosumers are shown in the following graph (see Figure 18). 
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Figure 16 Mean scores of the prosumers. n=177 
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These results shows that the 177 prosumers have significantly higher scores for openness and 
extraversion with also a slightly higher mean score for conscientiousness. In the following 
sections more details are provided on this analysis including the tables showing the is little or 
no difference in the remaining personality traits of neuroticism and agreeableness between the 
prosumers and the non-prosumers. 
4.6.1 BFI scores across age groups 
Some analysis was done of the data to graphically illustrate the mean BFI scores across age 
groups for the entire sample population to uncover if there were any age impacts on 
personality traits. The only significant impact was noticed in the older age group of 55 to 64 
where there was a significant drop in extraversion, a higher score in agreeableness and 
neuroticism. Because the 177 prosumers are predominately in the younger age group this was 
not explored further. For most of the other age groups there was not any noticeable or 
significant difference in scores between age groups and therefore age was not pursued any 
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Figure 18 Comparative analysis of prosumers (n=177) and non prosumers (n=269) 
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further in this analysis. The mean BFI scores for the entire sample population of 446 is shown 
in the figure below (see Figure 19 ). 
 
Figure 19 BFI scores across age groups 
 
 
 
 
4.6.2 Combining the BFI with the measures for self-efficacy 
The survey instrument also measured self-efficacy and the following graph illustrates the 
following data sets on a comparative basis: 1) prosumers with high self-efficacy (n=173); 2) 
prosumers with low self-efficacy (n=4); and, 3) non-prosumers (see Figure 20). 
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The data results illustrated in the previous graph show that the 177 prosumers have 
significantly higher scores for openness and extraversion and also a higher mean score for 
conscientiousness when compared with the other two groups of (prosumers with low self-
efficacy and non-prosumers).  
What these results also graphically illustrate is a difference in personality dimension scores 
for those prosumers with low or no self-efficacy and there are significant differences between 
this group and the other two groups of: 1) prosumers with high self-efficacy; and, 2) non-
prosumers. 
These results also illustrate that prosumers without self-efficacy have significantly different 
(lower) scores for openness, agreeableness and conscientiousness and also significantly higher 
scores in neuroticism when compared with the other two groups. While the number of 
prosumers with low self-efficacy is low (n=4), this may be something for future research to 
investigate further. 
The data results also reveal that all the prosumers (regardless of self-efficacy scores) have a 
higher score in extraversion when compared with the non-prosumers. 
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Figure 20 Mean BFI scores for Prosumers with and without self-efficacy and the Non-prosumers 
 Chapter 4: Results  Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators  154 
 
Prosumers with self-efficacy show little difference in their mean score for extraversion when 
compared with the prosumers who do not have self-efficacy. However the same cannot be 
said for agreeableness or neuroticism as these mean scores are much lower in prosumers 
without self-efficacy than those prosumers with self-efficacy.  
4.6.3 Exploring the impact that self-efficacy has on motivators 
The results were also organised to illustrate any differences or impacts on the mean scores for 
the prosumer motivators when compared with the mean scores for prosumer self-efficacy. 
The following graph plots the mean scores for the “motivators” for both the prosumers that 
have high self-efficacy as well as the prosumers that have low self-efficacy. 
These results show that prosumers who have a high self-efficacy are motivated much more by 
a sense of achievement and enjoying a challenge than those with low self-efficacy, in fact in 
the latter group these two factors are the lowest score for motivators. 
This gives an indication that these two motivators, when in the presence of high self-efficacy, 
may be identifiers of the prosumer in the workplace. 
The results illustrate where the mean scores are different between the two groups (see Figure 
22). 
Figure 21 BFI scores with self-efficacy – prosumers, non-prosumers and the rest 
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Figure 22 Mean scores for motivators compared against prosumers with or without self-efficacy 
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4.7 STATISTICAL ANALYSIS 
Cronbach’s α was used to determine the inter-item scale reliability for each of the five BFI 
dimensions and the Self-Efficacy dimension. Results showed strong item reliabilities for all of 
the dimensions, with an α = .92 for Openness and Extraversion, α = .91 for Neuroticism, α = 
.92 for conscientiousness and α = .90 for Self-Efficacy The results for reliability were sound 
across all dimensions (see Table 27 and Table 28). 
Table 27 statistical analysis of the BFI dimensions – correlations and reliability 
 
 
 
 
 
 
 
Correlation and multiple regression analysis were used to test the hypothesis. Means, standard 
deviations, reliability coefficients for all of the key measured variables, as well as Pearson 
zero-ordered correlations, confidence, t-test and ANOVA are presented in the above tables as 
well as more detailed table in Appendix B. 
Table 28 Correlation and multiple regression analysis 
 
 
 
 
 
 
 
 
  M SD N Extraversion Agreeableness Conscientiousness Neuroticism Openness Self-Efficacy 
Extraversion 3.02 0.85 446 (0.92) 
     Agreeableness 3.83 0.65 446 0.19 (0.90) 
    Conscientiousness 3.76 0.75 446 0.28 0.44 (0.94) 
   Neuroticism 2.49 0.79 446 -0.21 -0.45 -0.42 (0.91) 
  Openness 3.70 0.71 446 0.31 0.24 0.47 -0.14 (0.92) 
 Self-Efficacy 3.78 1.07 446 0.23 0.02 0.19 -0.11 0.31 (.90) 
Reliability estimates, in parentheses, are coefficient alphas  P<0.05 
 Dimensions ß t p 
Extraversion 0.177515 2.953984 0.003306 
Agreeableness -0.21815 -2.53592 0.011561 
Conscientiousness 0.073482 0.897287 0.370058 
Neuroticism -0.11115 -1.5579 0.119978 
Openness 0.403596 5.132528 4.3E-07 
Observations 445     
df 5     
f 13.332402     
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 Further statistical analysis was performed, including regression, ANOVA, R square, Standard 
error, t Stat as well as coefficients (see Table 29 ).  
Table 29 Statistical analysis including ANOVA, regression and T Stat tests 
 
Multiple regression analysis indicated that the Big Five personality dimensions explained a 
significant amount of the variance in self-efficacy for participating in prosumer behaviours. 
But it was noted that only Openness (β = 0.40), Agreeableness (β = -0.22), and to a lesser 
extent Extraversion (β = 0.18) accounted for a significant portion of the variance (see Table 
11 – above). 
A significant finding in the results was the extent that Openness accounted towards 
the variance (β = 0.40)  
The results illustrated in Tables (26 & 27) below provide support to the hypothesis that the 
Big Five personality dimensions explain a significant amount of the variance in self-efficacy 
for participating in prosumer behaviours. In particular Openness is highly positively 
correlated to self-efficacy – in particular the confidence levels in; 1) the prosumer HAS been 
successful (.27) in their prosumption achievements; and, 2) IS likely to continue to be 
Regression Statistics 
       
Multiple R 0.36 
       
R Square 0.13 
       
Adjusted R Square 0.12 
       
Standard Error 1.01 
       
Observations 445 
       
         
ANOVA 
        
  df SS MS F Significance F 
   
Regression 5 67.62 13.52 13.33 4.12256E-12 
   
Residual 439 445.28 1.01 
     
Total 444 512.90       
   
         
  
Coefficie
nts Standard Error t Stat P-value Lower 95% Upper 95% Lower 95.0% Upper 95.0% 
Intercept 2.59 0.50 5.16 3.70784E-07 1.60 3.57 1.60 3.57 
Extraversion 0.18 0.06 2.95 0.00 0.06 0.30 0.06 0.30 
Agreeableness -0.22 0.09 -2.54 0.01 -0.39 -0.05 -0.39 -0.05 
Conscientiousness 0.07 0.08 0.90 0.37 -0.09 0.23 -0.09 0.23 
Neuroticism -0.11 0.07 -1.56 0.12 -0.25 0.03 -0.25 0.03 
Openness 0.40 0.08 5.13 4.30228E-07 0.25 0.56 0.25 0.56 
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successful (0.32). Extraversion and Conscientiousness were also positively correlated to self-
efficacy for participating in prosumer behaviours but not to the extent of openness. 
As is consistent with previous results above, neuroticism was negatively related to self-
efficacy for participating in prosumer behaviours across each of the self-efficacy factors. 
4.7.1 Motivators to prosume 
Pearson correlation analysis was performed on the ‘motivators’ to prosume and there were 
findings of significance. There was a strong positive correlation between the prosumer 
motivation of ‘enjoy learning’ with ‘Enjoy challenge’ (.39), ‘gain satisfaction’ (.41) and 
‘sense of achievement’ (.32)  
 
Table 30 Correlation analysis for the prosumer motivators 
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Enjoy Learning 1 
         Enjoy Challenge 0.39 1 
        Gain Satisfaction 0.41 0.58 1 
       Passionate Improve 0.11 0.30 0.30 1 
      Sense Achievement 0.32 0.48 0.41 0.25 1 
     Impress Employer 
Peers 0.04 0.02 0.10 0.18 0.07 1 
    Advance Career 0.06 0.03 0.11 0.23 0.02 0.47 1 
   Be Leader 0.04 0.14 0.15 0.36 0.23 0.49 0.57 1 
  Like Others To See 0.00 0.01 0.08 0.14 0.03 0.67 0.52 0.55 1 
 Necessity Solution 0.14 0.20 0.25 0.16 0.23 0.15 -0.01 0.06 0.07 1 
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4.7.2 Normality tests 
The Anderson & Darling (1952) (AD) test is one of the most powerful and important 
goodness-of-fit and normality tests in the statistical literature (Sinclair & Spurr, 1988). 
According to Lloyd (1998) the test is somewhat more sensitive to deviations in the tails of the 
distribution - which is frequently the way non-normality makes itself known. 
Table 31 Means, standard deviations, Normality test and inter-correlation matrix 
 
The AD statistics yields values for all of the measured variables which confirm non-
significant results. Therefore, the AD does not reject that this sample may have been drawn 
from a Normal population. And we can then assume Normality for the data across all the 
measured variables.   
Appendix B contains more detailed information (graphs and plots) for the AD normality test 
across the measured variables and in each case we can assume Normality.  Finally, as seen in 
the graphs in Appendix B the data points in all the graphs show a linear trend, which further 
supports normality. 
 
       
 Extraversion Agreeableness Conscientiousness Neuroticism Openness Self-Efficacy 
N 446.00 446.00 446.00 446.00 446.00 446.00 
Mean 3.02 3.83 3.76 2.49 3.70 3.78 
SD 0.85 0.65 0.75 0.79 0.71 1.07 
AD test statistic 0.92 5.03 -0.24 4.97 1.12 1.12 
AD: P-value 0.02 <0.0005 <0.0005 <0.0005 0.01 0.01 
Extraversion Score 1.00           
Agreeableness Score 0.19 1.00      
Conscientiousness Score 0.28 0.44 1.00     
Neuroticism Score -0.21 -0.45 -0.42 1.00    
Openness Score 0.31 0.24 0.47 -0.14 1.00   
Self-Efficacy 0.23 0.02 0.19 -0.11 0.31 1.00 
p<0.05       
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4.8 RESULTS FOR THE RESEARCH HYPOTHESIS 
4.8.1 Hypothesis 1 Prosumer motivators 
Prosumers will rate higher responses for motivators that can be aligned with : 
1. High expected benefits; 
2. Learning and exploration; and, 
3. Seeking to enhance things in the work experience. 
Result: Supported. The highest score was recorded for the motivators based on LAE, 
followed by HEB and then STE. 
Table 32 Results for Hypothesis 1 
Motivator Theory Mean  Rank 
Enjoy learning LAE 4.62 1 
Sense of Achievement HEB 4.48 2 
Enjoy Challenge HEB 4.40 3 
Gain Satisfaction HEB 4.39 4 
Passionate about improvement STE 4.22 5 
Wish to advance career HEB 4.10 6 
Necessity to find a solution STE 3.92 7 
To be seen as a leader N/A 3.85 8 
Like Others to see what I can do N/A 3.83 9 
Wish to impress Peers N/A 3.65 10 
Legend 
HEB high expected benefit Economics of Innovation 
STE seeking to enhance  User-Innovator Theory 
LAE learning and exploration Interests Theory 
N/A No theory applied   
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4.8.2 Hypothesis 2: Prosumer self-efficacy 
Prosumers will have higher rates of self-efficacy. 
Result: Supported. Prosumers have significantly higher rates of self-efficacy 
Table 33 H2: Self-efficacy scores  
   Self-Efficacy scores   
  Very High High Low No Total 
Prosumer 49% 50% 1% 0% 100.00% 
Non-Prosumer 22% 34% 16% 28% 100.00% 
4.8.3 Hypothesis 3: Prosumer personality scores 
H3: Compared to the full sample, prosumers will have higher scores in the following 
personality dimensions: 
1. Extraversion; 
2. Openness;  
3. Conscientiousness;  
Prosumers will have lower scores in the following personality dimensions: 
Neuroticism; and, 
 Prosumers will have normal scores in the following personality dimensions. 
Agreeableness. 
Results: Supported. Openness was significantly higher for prosumers, followed by 
extraversion and conscientiousness. Neuroticism was only slightly lower and agreeableness 
was not significantly different for the prosumers. 
Table 34 H3: BFI scores 
Dimension Prosumers Non-Prosumers Difference 
Extraversion 3.31 2.84 0.48 
Agreeableness 3.82 3.83 -0.01 
Conscientiousness 3.96 3.63 0.33 
Neuroticism 2.46 2.51 -0.05 
Openness 4.09 3.44 0.65 
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4.8.4 Hypotheses 4 – 8. Prosumers personality relationships with self-efficacy 
H4: Neuroticism will be negatively related to prosumer self- efficacy. (Supported) 
H5: Extraversion will be positively related to prosumer self- efficacy. (Supported) 
H6:  Openness  will  be  positively  related  to   self- efficacy. (Supported) 
H7:  Conscientiousness will be positively related to prosumer self-efficacy. (Supported) 
H8: Agreeableness will be negatively related to prosumer self- efficacy. (NOT Supported) 
Results: H4, H5, H6, H7 – were all supported. 
The strength of the relationship between openness and self-efficacy was significant. 
H8 – Not supported. Agreeableness was positively correlated to self-efficacy – albeit 
marginally. A negative correlation was expected. 
Table 35 H4:H8 Correlation analysis of BFI scores and Self-efficacy 
4.8.5 Hypothesis 9 & 10. Prosumer motivators 
Motivators that are aligned with: 
1. High expected benefits; 
2. Learning and exploration; and,  
3. Seeking to enhance things.  
H9: Will be highly positively related to self-efficacy; and, 
  M SD N Extraversion 
Agreeab
leness 
Conscienti
ousness 
Neurot
icism 
Open
ness 
Self-
Efficacy 
Extraversion 3.02 0.85 446 (0.92) 
     Agreeableness 3.83 0.65 446 0.19 (0.90) 
    Conscientiousness 3.76 0.75 446 0.28 0.44 (0.94) 
   Neuroticism 2.49 0.79 446 -0.21 -0.45 -0.42 (0.91) 
  Openness 3.70 0.71 446 0.31 0.24 0.47 -0.14 (0.92) 
 Self-Efficacy 3.78 1.07 446 0.23 0.02 0.19 -0.11 0.31 (.90) 
          Reliability estimates, in parentheses, are coefficient alphas 
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H10: Will be positively related to Extraversion, Openness, and Conscientiousness and 
negatively related to Neuroticism 
Results: Supported: Of all the possible relationships that were analysed (42) there were only 
6 sub-hypothesis that were not supported. 
The following paragraphs highlight any of the more significant findings in this analysis. 
With the relationships between the BFI dimensions and the prosumption ‘motivators’ the BFI 
dimension of openness was very highly positively correlated to the motivator of ‘enjoy 
learning’ (.71)  and also highly positively correlated to the motivators of ‘enjoy challenge’ 
(.34), ’gain satisfaction’ (.39), ‘passionate about improvement’ (.30).  
All of these motivators were linked to a theoretical base. 
In contrast the motivators ‘Want to be seen as a leader’ (-.03) and ‘Wish to advance career’ (-
0.1) were highly negatively correlated to openness and the motivator ‘Like Others to see what 
I can do’ had a low positive correlation to openness at (0.05). 
Notably all of these motivators were the ones added that were not linked to a theoretical base. 
In respect to the relationship between the prosumer motivators and prosumer self-efficacy the 
hypothesis was largely supported, with the exception of the relationship between three 
motivators and Neuroticism, two motivators with agreeableness and two motivators with 
openness (see Table 32). 
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Table 36 Analysis if the prosumer motivators and the BFI dimensions 
  
 
Big Five Dimensions 
Self-
Efficacy Motivators 
Theory 
Code 
Extraver
sion 
Agreeabl
eness 
Conscientio
usness 
Neuroti
cism 
Openne
ss 
Enjoy learning 
LAE 0.62 (S) 0.41  (S) 0.62  (S) 
-0.09  
(S) 
0.71  
(S) 0.26  (S) 
Enjoy Challenge 
HEB 0.21 (S) 0.27  (S) 0.36  (S) 
-0.23  
(S) 
0.34  
(S) 0.29  (S) 
Gain Satisfaction 
HEB 0.17 (S) 0.27  (S) 0.38  (S) 
-0.22  
(S) 
0.39  
(S) 0.32  (S) 
Passionate about 
improvement STE 0.22 (S) 0.22  (S) 0.28  (S) 
-0.16  
(S) 0.3  (S) 0.13  (S) 
Sense of 
Achievement HEB 0.22 (S)  0.25  (S) 0.17  (S) -0.1  (S) 
0.15  
(S) 0.19  (S) 
Wish to impress 
Peers N/A 
0.05 
(N/a) 
0.27  
(N/a) 0.3  (N/a) 
-0.14  
(N/a) 
0.32  
(N/a) 
0.03  
(N/a) 
Wish to advance 
career HEB 0.18 (S) 
-0.03  
(NS) 0  (NS) 
0.1   
(NS) 
-0.02   
(NS) 0.05  (S) 
To be seen as a leader 
N/A 
0.14  
(N/a) 
0.05  
(N/a) 0.12  (N/a) 
-0.05  
(N/a) 
-0.04  
(N/a) 
0.04  
(N/a) 
Like Others to see 
what I can do N/A 
0.22  
(N/a) 
0.05  
(N/a) 0.04  (N/a) 
0.03  
(N/a) 
0.05  
(N/a) 
0.01  
(N/a) 
Necessity to find a 
solution STE 0.14 (S) 
-0.02  
(NS) 0.01  (S) 
0.07   
(NS) 
0.02  
(S) 0.19  (S) 
Legend for theory code 
HEB 
high expected benefit Economics of Innovation 
N/A 
No theory applied 
No theory applied to the 
variable in the question 
STE 
seeking to enhance  User-Innovator Theory 
(S) 
Supported 
The hypothesis was 
supported 
LAE 
learning and exploration Interests Theory  
(NS) 
Not Supported 
The hypothesis was NOT 
supported 
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4.9 CONCLUSION 
This chapter presented the data and the results gathered from the study.  
The results were organized into seven sections with the first section providing data on the 
response rate of the sample. The second section reviewed the demographics analysis of the 
sample.  The third section presented the data from the questions on the motivators for 
prosumer behaviour. The fourth section presented data analysis on the responses to the 
questions on self-efficacy and the fifth section provided data on the Big Five inventory 
personality traits. The sixth section analysed the reliability of the test scores obtained from the 
Self-Efficacy/Big Five Inventory or BFI. The seventh and last section presented the statistical 
findings to the research questions and concluded with a summary of the chapter’s key 
findings.  
The next chapter presents the analysis of the data and the results gathered from the study. 
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Chapter 5: Discussion 
5.1 INTRODUCTION 
This chapter analyses the data presented in the previous chapter. The first section contains the 
objectives of the study and how that this extends to the data analysis component for 
supporting the objectives. The next section re-visits the research questions, the research 
hypothesis and the research model. This section also considers what findings should be 
expected based on the review of literature as well as providing insights into how the research 
question was addressed by this study. The last section presents the findings, both generally 
and summarised by the research hypotheses. The chapter concludes with a summary of the 
findings. 
5.2 THE OBJECTIVES FOR THIS ANALYSIS 
There were three primary objectives of this study: 
1) To develop a broad-based review of the prosumer literature that would serve to 
support an ongoing research programme on the prosumer phenomenon;  
2) To increase the understanding of the prosumer personality traits and characteristics; 
and, 
3) Understand the connections between these prosumer personality traits and prosumer-
specific cognitive variables in the workplace domain. 
The objective for the data analysis component of this study is to structure the data in such a 
way that the outputs provide the necessary insights to meet the objectives of the study and 
answer the research questions adequately. 
The following section expands further on the objectives. 
5.2.1 Greater understanding of the prosumer 
There is the potential for industry to be able to unlock innovation-making behaviours through 
a greater understanding of the prosumer, who are often at the leading edge of important 
marketplace trends (von Hippell, 1986). 
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To develop a greater understanding of the prosumer phenomenon, this study explored the 
relationship between three variables, 1) prosumer personality; 2) prosumer self-efficacy; and, 
3) prosumer motivators, as potential predictors of prosumer behaviour. 
The need for understanding what ‘makes a prosumer’ is underpinned by the literature 
asserting that these prosumer-behaviours, as described in this study, tend to lead to the 
development of innovations in the workplace and potentially commercially attractive 
products. 
5.2.2 Prosumer self-efficacy 
The prosumer-related self-efficacy construct explored by this study (by focusing on the 
prosumer-related workplace domain) involves the ability of prosumers to initiate prosumer-
related information gathering, set appropriate prosumer-related goals and problem-solve 
effectively as they build technical solutions in the workplace. By measuring self-efficacy 
using theoretical constructs, this research sets out to show that self-efficacy will be higher in 
prosumers than it is in non-prosumers. 
5.2.3 Prosumer traits 
The results of this study improve understanding of the prosumer by presenting empirical 
evidence on prosumer personality traits. By applying the empirical measures of the Big Five 
personality dimensions of John et al. (1991), the study presents: 1) the personality traits that 
characterise the prosumer in the workplace; and, 2) the dynamic relationships between those 
personality dimensions with other variables, such as self-efficacy and prosumer motivators.  
By increasing the understanding of these prosumer traits, characteristics and their inter-
relationships, this study will help lead future researchers towards new insights around: 1) 
identifying the prosumer in the workplace; and, 2) understanding the antecedents for 
unlocking prosumer-led innovation.  
5.2.4 Prosumer motivators 
Understanding prosumer motivators is an important step in understanding the prosumer. Prior 
research has not fully explained prosumer motivations, especially with the more traditional 
monetary and convenience incentives (Bateson, 1985). There is opportunity for researchers to 
understand the motivational impacts on prosumer-led behaviours through application of 
empirical theories such as: 1) User-innovation theory; 2) Economics of innovation theory; 
and, 3) Interest theory. This study has done just that, and this has led to outputs such as: 1) 
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ranking the top motivators identified by the prosumers in this study; and, 2) presenting the 
dynamic relationships that exist between the prosumer motivators and other variables such as 
self-efficacy and personality traits. 
5.3 REVISITING THE RESEARCH QUESTIONS 
The literature review identified key points in the literature that would provide opportunities 
for future research. Of the 14 key points highlighted, 5 were identified as candidates for this 
research to address, or partly address where possible.  
Before revisiting the research questions in the next section, these 5 key points in the literature 
are listed below to provide the necessary background on the how the research questions were 
developed. 
Of the fourteen key points listed in the review, five will become the focus of this research: 
Key point 2 
The scope of the prosumers activities described in some of the literature is limited to internet 
users who create content such as blogs and photos while some literature identifies the 
existence of the more technically advanced prosumers who are undertaking prosumption in 
the workplace as part of their work activities.  
 Key Point 7 
The literature does not explore what are the benefits to the prosumer from their prosumption 
activities. 
 Key Point 12 
The literature doesn’t fully explore what motivates the prosumers towards doing prosumption 
behaviours. 
Key Point 13 
The literature establishes that it is important for the innovating-making prosumers to be 
identified but there is limited research that reveals what are the common traits and personality 
profile of the prosumer to help with their identification.  
Key Point 14 
 Chapter 5: Discussion  Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators 
 169 
 
The literature contains situation-specific variables and there is little understanding of how 
prosumer characteristics correlates with individual factors like personality traits, self-efficacy, 
motivators, psychological profile, technical skills, profession or industry 
Based on the literature review the following research questions were developed for the study 
that attempt to address or partly address the key points in the literature where possible. 
RQ1: What are some of the motivators for prosumers in the workplace? 
RQ2: Will self-efficacy be higher in prosumers? 
RQ3: What are the personality traits of prosumers in the workplace? 
RQ4: What are the relationships between the prosumer personality traits (RQ3); prosumer 
self-efficacy (RQ2;) and, prosumer motivators (RQ1). 
5.3.1 The Research Hypothesis – theoretical framework 
This study approached the research questions using the following theoretical framework. The 
following figure illustrates the four research questions and the theory that has was leveraged 
in by the study in the answering of those research questions. The research hypotheses H1- 
H10 are also shown in the Figure 23 . 
   
Figure 23 Research Diagram – Research Questions/Theory/Hypotheses 
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The above diagram demonstrates the research model for this study. Firstly on the left-hand 
side the key points (2,7,12,13,14) from the literature review were identified as the key points 
to be the focus of this study. Then from these key points the four research questions were 
developed. The diagram also illustrates the linkages between the research questions and the 
theory. 
Finally on the right hand side the research hypothesis are outlined and more details on these 
are found in the following section. 
5.3.2 Outlining the research hypothesis 
The research hypothesis that was developed as part of this study were: 
Related to RQ1: 
H1: Prosumers will rate higher responses for motivators that can be aligned with: 1) High 
expected benefits; 2) Learning and exploration; and, 3) Seeking to enhance things in the work 
experience. 
Related to RQ2: 
H2: Prosumers will have higher rates of self-efficacy. 
Related to RQ3: 
H3: Compared to the full sample, Prosumers will have higher scores in the following 
personality dimensions; 1) Extraversion; 2) Openness; and, 3) Conscientiousness. 
Prosumers will have lower scores in Neuroticism. 
Prosumers will have normal scores in Agreeableness. 
Related to RQ4: 
H4: Neuroticism will be negatively related to prosumer self- efficacy. 
H5: Extraversion will be positively related to prosumer self- efficacy. 
H6: Openness will  be  positively  related  to   self- efficacy. 
H7: Conscientiousness will be positively related to prosumer self-efficacy. 
H8: Agreeableness will be negatively related to prosumer self- efficacy 
H9: Motivators that are aligned with, 1) High expected benefits; 2) Learning and 
exploration; and, 3) Seeking to enhance  things, will be positively related to self-efficacy. 
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H10: Motivators that are aligned with, 1) High expected benefits; 2) Learning and 
exploration; and, 3) Seeking to enhance  things,  will be positively related to: 1) Extraversion; 
2) Openness; 3) Conscientiousness; and, 4) negatively related to Neuroticism. 
The research applied theories of personality traits along with the social-cognitive theories of 
self-efficacy as a way of introducing measures that will lead to assisting with the 
identification of prosumers in the workplace domain. 
This study has examined whether that the five personality traits (neuroticism, extraversion, 
openness, conscientiousness, and agreeableness) act as independent antecedents of prosumer 
self-efficacy in the workplace domain. Also whether there are any significant relationships 
between these variables and the personality motivators. The prosumer motivators were 
selected using a range of social-cognitive theories in order to develop the right questions on 
prosumer motivation.  
The aim of the data analysis was to analyse the response to the questions using statistical 
analysis such as Pearson correlations to identify significant relationships between these 
motivators, as well as any relationships between personality traits, self-efficacy and the 
motivators. 
5.3.3 Revisiting the research model 
The research model, depicted in Figure 24 examines whether the five personality traits 
(neuroticism, extraversion, openness, conscientiousness, and agreeableness) act as 
independent antecedents of prosumer self-efficacy in the workplace domain. 
Also being tested is whether the prosumer motivators are related to the variables of traits and 
self-efficacy. 
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Figure 24 The research model 
 
5.3.4 Does the literature point towards findings to be expected? 
The literature provides a wide set of views when considering whether any of the Big Five 
dimensions best account for the individual differences in generalised self-efficacy. The 
current literature yields mixed evidence and some academics have highlighted 
conscientiousness (Costa et al.,1988); and, extraversion (Watson & Clark, 1997) as 
generalised efficacy variables. Others argue that neuroticism is essentially the negative 
equivalent of generalised efficacy (Judge et al, 2002). 
Some of the studies that focus on workplace behaviour have found that, of all the Big Five 
dimensions, openness has been found to be the most robust positive predictor of self-efficacy 
(Nauta, 2004; Rottinghaus et al., 2002; Hartman, 2006). 
The literature review found multiple studies that used multiple measuring tools of the Big 
Five within their studies such as the BFI, NEO-FFI and ACL. This is an important finding as 
the prior studies delivered consistent results when using multiple measuring tools. This 
supports both the validity of the tools and the results that they produce. Further, the literature 
reveals consistent results across numerous studies undertaken by different researchers. This 
 Chapter 5: Discussion  Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators 
 173 
 
finding highlights that the different tools deliver consistent findings (Nauta, 2004; 
Rottinghaus et al.,2002; Hartman, 2006). 
Given the consistency of the tools and methods, this study expects to find results that would 
be consistent with the literature such as significant positive correlations between openness, 
extraversion and conscientiousness towards self-efficacy. 
While the results of the study were found to be consistent with the literature, what was not 
expected was the degree to which openness explained the variance in self-efficacy with the 
prosumers. Also not expected was the negative impact that neuroticism had on prosumers 
(especially those with low self-efficacy) when compared with the general population of the 
sample. 
The literature fails to deliver a consensus on the general effects of the Big Five on self-
efficacy, let alone in the context of the prosumer. The goal of the present study was to re-
examine these constructs using the BFI but in the broader range of the workplace self-efficacy 
domain and then, in the context of the prosumer within this domain.  
5.3.5 How were the research questions addressed? 
The first research question on prosumer motivators was addressed by asking the prosumers 
what motivates them to prosume, based on the motivating variables as was presented in the 
literature (Baldwin, et al., 2006; Franke, et al., 2006; Silvia, 2008). The question was 
answered by the participant rating the motivators on a Likert scale. 
The second research question on self-efficacy was addressed by application of a theoretical 
framework that brings a convergence of social-cognitive theory (self-efficacy) with trait 
theory (Big Five Inventory) (John et al., 1991). The participants were asked questions on self-
efficacy with the participant rating the self-efficacy measures on a Likert scale. The following 
sections presents the findings  
5.4 FINDINGS 
The following table shows the results of the relational analysis for the BFI dimensions (see 
Table 33). 
Table 37 Statistical analysis from the Data Results 
  M SD N Extraversion Agreeableness Conscientiousness Neuroticism Openness Self-Efficacy 
Extraversion 3.02 0.85 446 (0.92) 
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Drawing from this analysis and other tables in the previous chapter the following findings can 
be made: 
5.4.1 Finding 1 – Evidence that the BFI are related to prosumerself-efficacy 
The results of this study provide evidence that the Big Five personality dimensions are related 
to self-efficacy for participating in prosumer behaviours – thereby supporting hypothesis H2, 
H3 and H4. 
5.4.2 Finding 2 - Openness, extraversion and conscientiousness are positively correlated 
with self-efficacy 
It was found that openness, extraversion and conscientiousness are positively correlated with 
self-efficacy for participating in prosumption, thereby supporting hypothesis H2, H3, and H4. 
5.4.3 Finding 3 - Openness, was significantly correlated to self-efficacy 
It was found that openness, was significantly correlated to self-efficacy – the extent of this 
was not expected and therefore this strongly supports the hypothesis H3. 
5.4.4 Finding 4 - Strong negative correlations found between self-efficacy and 
neuroticism 
There was also strong negative correlations found between self-efficacy and neuroticism – 
thereby supporting hypotheses H1. 
5.4.5 Finding 5 - Self-efficacy is higher in prosumers who are successfully developing 
This analysis also found that self-efficacy is higher in prosumers who are successfully 
developing solutions for use in the workplace, than those who are not. 
5.4.6 Finding 6 – The use of BFI dimensions as a measure for helping to identify 
prosumers is supported 
This analysis supports findings that there are differences in personality dimensions of 
openness, conscientiousness, extraversion and neuroticism that would support the use of BFI 
dimensions as a measure for helping to identify prosumers in the workforce.  
Agreeableness 3.83 0.65 446 0.19 (0.90) 
    Conscientiousness 3.76 0.75 446 0.28 0.44 (0.94) 
   Neuroticism 2.49 0.79 446 -0.21 -0.45 -0.42 (0.91) 
  Openness 3.70 0.71 446 0.31 0.24 0.47 -0.14 (0.92) 
 Self-Efficacy 3.78 1.07 446 0.23 0.02 0.19 -0.11 0.31 (.90) 
Reliability estimates, in parentheses, are coefficient alphas  P<0.05 
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5.4.7 Finding 7 - Agreeableness was negatively correlated to prosumer self-efficacy. 
The analysis did not find that agreeableness was negatively correlated to prosumer self-
efficacy. However it should be noted that the positively correlation was extremely low at 0.02. 
This study had expected a finding of agreeableness being negatively correlated to self-
efficacy. Past research has shown that agreeableness is not an important factor to explain job 
performance (Barrick & Mount, 1991) and agreeableness was found negatively related to 
Internet usage (Landers & Lounsbury, 2006). Agreeableness was also found to be negatively 
but not significantly related to self-efficacy (Judge et al., 2005; Thoms et al., 1996).  
Saleem, Beaudry and Croteauc (2011) found that agreeableness was negatively related to 
computer self-efficacy. The finding in this study does not support the negative correlation 
found in prior research, however the low positive correlation result of 0.02 does not reveal a 
significant contradiction either. While not negatively correlated in this case, the low positive 
correlation means that the study still supports the view of  Barrick & Mount (1991)  that 
agreeableness is not an important factor to explain job performance. In the context of the 
prosumer agreeableness does not explain with any significance the variance in prosumer-
elated self-efficacy.  
5.4.8 Summary of findings by each research hypothesis 
Hypothesis 1 (H1):  
Prosumers will rate higher responses for motivators that can be aligned with : 
4. High expected benefits; 
5. Learning and exploration; and, 
6. Seeking to enhance things in the work experience. 
Result: 
The hypothesis was supported. The highest score was recorded for the motivators based on 
LAE, followed by HEB and then STE. 
Table 38 Results for Hypothesis 1 
Motivator Theory Mean  Rank 
Enjoy learning LAE 4.62 1 
Sense of Achievement HEB 4.48 2 
Enjoy Challenge HEB 4.40 3 
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Gain Satisfaction HEB 4.39 4 
Passionate about improvement STE 4.22 5 
Wish to advance career HEB 4.10 6 
Necessity to find a solution STE 3.92 7 
To be seen as a leader N/A 3.85 8 
Like Others to see what I can do N/A 3.83 9 
Wish to impress Peers N/A 3.65 10 
Legend 
HEB high expected benefit Economics of Innovation 
STE seeking to enhance  User-Innovator Theory 
LAE learning and exploration Interests Theory 
N/A No theory applied   
 
Discussion: 
High expected benefits  
Franke et al. (2006) presents findings that would support the hypothesis that one of the 
motivations for lead-users (prosumers) undertaking the prosumer behaviour comes from the 
concept of high expected benefits that was derived from research on the Economics of 
Innovation. Studies of industrial product and process innovations have shown that the greater 
the benefit an entity expects to obtain from a needed innovation, the greater will be that 
entity's investment in obtaining a solution (Franke et al., 2006). The findings of this study 
support the theory by finding that ‘high expected benefit’ does serve as an indicator of 
motivation for undertaking prosumer behaviours. 
Seeking to enhance things. 
The research by Baldwin et al. (2006) specifically focuses on innovation products that are 
developed by prosumers (described by Baldwin as ‘user-innovators’) and finds that 
commercially attractive products tend to have been developed by these user-innovators, those 
who seek to develop new designs for their own personal use, or in the case of firms, for their 
internal corporate benefit. Baldwin et al. (2006) posit that the user-innovators do not have to 
be paid, but are motivated by their own desire to achieve a better product and they seek to 
enhance the things that they do. The findings of this study support the theory by finding that 
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the desire to achieve a better solution and seeking to enhance things does serve as an indicator 
of motivation for undertaking prosumer behaviours. 
Learning and exploration 
The theory of Interest supports the notion that experience. Interest is a more proximal 
motivator for persistence and subsequent engagement, particularly for activities that take 
place over the long term (Harackiewicz et al., 1998). The literature supports that Interest may 
have a relationship to prosumer goal-striving because it influences which activities individuals 
choose to do and how long they choose to do them (Lepper et al., 2000).  Further evidence of 
the importance of Interest comes from Silvia (2008) who found that interest’s function is to 
motivate learning and exploration, and to take on the challenge are key activities of the 
prosumer. By motivating the prosumer to learn for its own sake, Interest theory ensures that 
the prosumer will develop a broad set of knowledge, skills, and experience, all necessary 
antecedents to support the process of prosumption. The findings of this study support the 
theory by finding that a desire to learn and explore and to be challenged does serve as an 
indicator of motivation for undertaking prosumer behaviours. 
In studies in the field of education, the literature on the links between prior learning results 
also indicate that conscientious learners had higher self-efficacy and a stronger desire to learn 
(Colquit & Simmering, 1998). 
5.4.9 Hypothesis 2: Prosumers self-efficacy 
Prosumers will have higher rates of self-efficacy. 
Result: Supported. Prosumers have a significantly higher rates of self-efficacy 
Table 39 H2: Self-efficacy scores  
   Self-Efficacy scores   
  Very High High Low No Total 
Prosumer 49% 50% 1% 0% 100.00% 
Non-Prosumer 22% 34% 16% 28% 100.00% 
 
Discussion: 
The research by Bandura (1977) concludes that self-efficacy theory has considerable potential 
explanatory power and it helps to account for a wide variety of individual behaviours that 
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include: 1) changes in coping behaviour produced by different modes of influence; 2) levels 
of physiological stress reactions; 3) self-regulation; 4) achievement strivings; 5) growth of 
intrinsic interest; and, 6) choice of career pursuits (Bandura, 1977). 
The prosumer-related self-efficacy construct explored by this study (by focusing on the 
prosumer-related workplace domain) involves the ability of prosumers to initiate prosumer-
related information gathering, set appropriate prosumer-related goals and to problem-solve 
effectively as they build technical solutions in the workplace. By measuring self-efficacy 
using theoretical constructs, this research has been able to support the hypothesis that self-
efficacy is higher in prosumers than it is in non-prosumers. 
Notably the prosumers in this study had very high levels of self-efficacy when compared with 
the non-prosumers. Therefore the hypothesis is fully supported. 
5.4.10 Hypothesis 3: Prosumers personality scores 
H3: Compared to the full sample, prosumers will have higher scores in the following 
personality dimensions: 
1. Extraversion; 
2. Openness;  
3. Conscientiousness;  
Prosumers will have lower scores in the following personality dimensions: 
1. Neuroticism; and, 
 Prosumers will have normal scores in the following personality dimensions 
1. Agreeableness. 
Results: Supported. Openness was significantly higher for prosumers, followed by 
extraversion and conscientiousness. Neuroticism was only slightly lower and agreeableness 
was not significantly different for the prosumers. 
Table 40 H3: BFI scores 
Dimension Prosumers Non-Prosumers Difference 
Extraversion 3.31 2.84 0.48 
Agreeableness 3.82 3.83 -0.01 
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Conscientiousness 3.96 3.63 0.33 
Neuroticism 2.46 2.51 -0.05 
Openness 4.09 3.44 0.65 
 
Discussion: 
This study finds that the prosumers had high scores in openness and extraversion when 
compared with the population of non-prosumers in the sample. Openness is characterised as 
intelligent, perceptive, imaginative, curious and open-minded (McCrae et al., 1996). 
Extraversion is characterised with attributes such as assertiveness and positive emotionality. 
The prosumers in this study were not only super-confident having high degrees of self-
efficacy but they possessed trait attributes that found them to be assertive, determined, curious 
and positive towards their chances of success at innovating. 
5.4.11 Hypotheses 4 – 8. Prosumers personality relationship to self-efficacy 
H4: Neuroticism will be negatively related to prosumer self- efficacy.  
H5: Extraversion will be positively related to prosumer self- efficacy.  
H6:  Openness will be positively related to   self- efficacy.  
H7:  Conscientiousness will be positively related to prosumer self-efficacy.  
H8: Agreeableness will be negatively related to prosumer self- efficacy.  
Summary: 
H4, H5, H6, H7 – were all supported. 
The strength of the relationship between openness and self-efficacy was significant. 
H8 – was not supported. Agreeableness was positively correlated to self-efficacy – albeit 
marginally. A negative correlation was expected. 
Table 41 Statistical analysis from the Data Results 
  M SD N Extraversion Agreeableness Conscientiousness Neuroticism Openness Self-Efficacy 
Extraversion 3.02 0.85 446 (0.92) 
     Agreeableness 3.83 0.65 446 0.19 (0.90) 
    Conscientiousness 3.76 0.75 446 0.28 0.44 (0.94) 
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Discussion: 
Openness 
The study finds that the openness is highly positively related to self-efficacy (0.31). 
According to Barrick & Mount (1993) in the literature openness has been called intellect or 
culture, and openness most probably inhabits these traits. Openness is characterized as 
imaginative, curious, open-mindedness, and original at one end and as dull, unimaginative, 
and literal-minded at the other (Hogan, 1991; Saleem et al., 2011).  Individuals high on 
openness can be scientifically and artistically creative, divergent thinkers, and politically 
liberal (McCrae et al., 1996). 
In natural language studies, the Openness factor consists of words such as intelligent and 
perceptive (McCrae & John, 1992). Given that the prosumers hold high levels of self-efficacy 
it is a significant finding that openness is highly positively related. 
This study provides strong support for the case of openness as a robust positive predictor for 
prosumer-related workplace behaviour (Harman, 2006;  Saleem et al., 2011).  
 Extraversion 
The study finds that extraversion is highly positively related to self-efficacy (0.23). According 
to Barrick & Mount (1993) extraversion is a prominent factor in personality psychology as 
evidenced by its appearance in most personality measures and its important role in major 
taxonomies of personality (Hogan, 1991; Saleem et al., 2011).   Extraversion is characterized 
at one end of its spectrum by descriptors such as gregarious, energetic, and self-dramatizing 
and at the other by expressions such as shy, unassertive, and withdrawn (Saleem et al., 2011). 
Srivastava & John (2003) described Extraversion as an energetic approach to the social and 
material world and it included traits such as sociability, activity, assertiveness, and positive 
emotionality. In spite of the debate about where Extraversion falls on the interpersonal scale 
an emerging consensus suggests that the factor has a relatively broad content (McCrae & 
John, 1992; Saleem et al., 2011).   
Neuroticism 2.49 0.79 446 -0.21 -0.45 -0.42 (0.91) 
  Openness 3.70 0.71 446 0.31 0.24 0.47 -0.14 (0.92) 
 Self-Efficacy 3.78 1.07 446 0.23 0.02 0.19 -0.11 0.31 (.90) 
Reliability estimates, in parentheses, are coefficient alphas  P<0.05 
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Neuroticism 
The study finds that neuroticism is negatively related to self-efficacy (-0.11). Individuals high 
on neuroticism are limited in social skills and avoid situations that demand taking control. 
They also feel that they have no control in life situations (Saleem et al., 2011). 
Agreeableness 
The study found that agreeableness was positively related to self-efficacy. Therefore the 
hypothesis was not supported. However it should be noted that the positively correlation was 
extremely low at 0.02. This study had expected a finding of agreeableness being negatively 
correlated to self-efficacy. Past research has shown that agreeableness is not an important 
factor to explain job performance (Barrick et al., 1991). In Saleem et al. (2011), agreeableness 
was also found to be negatively but not significantly related to self-efficacy. The finding in 
this study does not support the negative correlation found in prior research, however the low 
positive correlation result of 0.02 does not reveal a significant contradiction either. The study 
still supports the prior research that agreeableness is not an important factor to self-efficacy.  
5.4.12 Hypothesis 9 & 10. Prosumer motivators 
Motivators that are aligned with : 
4. High expected benefits; 
5. Learning and exploration; and,  
6. Seeking to enhance  things.  
H9: Will be highly positively related to self-efficacy; and, 
H10: Will be positively related to Extraversion, Openness, and Conscientiousness and 
negatively related to Neuroticism 
Results: Supported. Of all the possible relationships that were analysed (42) there were only 
6 of these that were not supported. 
The following paragraphs highlight the more significant findings in this analysis. 
With the relationships between the BFI dimensions and the prosumption ‘motivators’ the BFI 
dimension of openness was very highly positively correlated to the motivator of ‘enjoy 
learning’ (.71)  and also highly positively correlated to the motivators of ‘enjoy challenge’ 
(.34), ’gain satisfaction’ (.39), ‘passionate about improvement’ (.30).  
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All of these motivators were linked to theory. In contrast the motivators ‘Want to be seen as a 
leader’ (-.03) and ‘Wish to advance career’ (-0.1) were highly negatively correlated to 
openness and the motivator ‘Like Others to see what I can do’ had a low positive correlation 
to openness at (0.05). Notably all of these motivators were the ones added that were not 
linked to a theoretical base. 
In respect to the relationship between the prosumer motivators and prosumer self-efficacy the 
hypothesis was largely supported, with the exception of the relationship between three 
motivators and Neuroticism, two motivators with agreeableness and two motivators with 
openness (see Table 42). 
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Table 42 Results showing which hypothesis was supported 
  
 
Big Five Dimensions 
Self-Efficacy 
Motivators Theory Code Extraversion Agreeableness Conscientiousness Neuroticism Openness 
Enjoy learning LAE 0.62 (S) 0.41  (S) 0.62  (S) -0.09  (S) 0.71  (S) 0.26  (S) 
Enjoy Challenge HEB 0.21 (S) 0.27  (S) 0.36  (S) -0.23  (S) 0.34  (S) 0.29  (S) 
Gain Satisfaction HEB 0.17 (S) 0.27  (S) 0.38  (S) -0.22  (S) 0.39  (S) 0.32  (S) 
Passionate about improvement STE 0.22 (S) 0.22  (S) 0.28  (S) -0.16  (S) 0.3  (S) 0.13  (S) 
Sense of Achievement HEB 0.22 (S)  0.25  (S) 0.17  (S) -0.1  (S) 0.15  (S) 0.19  (S) 
Wish to impress Peers N/A 0.05 (N/a) 0.27  (N/a) 0.3  (N/a) -0.14  (N/a) 0.32  (N/a) 0.03  (N/a) 
Wish to advance career HEB 0.18 (S) -0.03  (NS) 0  (NS) 0.1   (NS) -0.02   (NS) 0.05  (S) 
To be seen as a leader N/A 0.14  (N/a) 0.05  (N/a) 0.12  (N/a) -0.05  (N/a) -0.04  (N/a) 0.04  (N/a) 
Like Others to see what I can do N/A 0.22  (N/a) 0.05  (N/a) 0.04  (N/a) 0.03  (N/a) 0.05  (N/a) 0.01  (N/a) 
Necessity to find a solution STE 0.14 (S) -0.02  (NS) 0.01  (S) 0.07   (NS) 0.02  (S) 0.19  (S) 
 
 
 
 
 
5.4.13 Discussion 
Not expected in the findings was the discovery that prosumers who lack self-efficacy have 
significantly lower scores compared with both the prosumers who do have self-efficacy as well as the 
general population of the sample. The traits impacted were openness and agreeableness (lower) as well 
as neuroticism (higher). This lack of self-efficacy within this minority group of prosumers created a 
significant degree of separation from the prosumers who do have self-efficacy. But it has also created a 
significant degree of separation from the general population of the sample. 
This further supports the hypothesis on the importance of self-efficacy to the prosumer, to the point 
that a lack of self-efficacy amongst prosumers may have a negative impact on these prosumers. Future 
research should consider whether the lack of self-efficacy in these prosumers has impacted on the 
personality traits or, the lower scores in these personality traits inhibit the attainment of self-efficacy. 
In terms of personality dimensions, Neuroticism was negatively related to self-efficacy for 
participating in prosumer behaviours, with Openness highly positively correlated to self-efficacy for 
Legend for theory code 
HEB high expected benefit Economics of Innovation N/A No theory applied No theory applied to the variable in the question 
STE seeking to enhance  User-Innovator Theory (S) Supported The hypothesis was supported 
LAE learning and exploration Interests Theory  (NS) Not Supported The hypothesis was NOT supported 
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participating in prosumer behaviours. To a lesser extent Extraversion, Agreeableness and 
Conscientiousness were positively correlated to self-efficacy for participating in prosumer behaviours. 
What sort of people are prosumers?  
Prosumers are people who believe that they can perform the tasks necessary to develop solutions in the 
workplace that will deliver successful outcomes, despite not being employed to specifically do so. 
These are people who can be described as: 
1. People who are emotionally stable (i.e. negatively correlated to neuroticism);   
2. People who have breadth and depth of experience and a more complex mental and 
experiential life history with a broad outlook on life (Openness); 
3. People who are assertive, sociable and energetic with an active lifestyle full of positivity 
(Extraversion); 
4. People who are dependable, responsible, and achievement orientated who set about the 
tasks that need to be done (Conscientiousness); 
5. People who have high self-efficacy; and, 
6. People with advanced technical skills. 
What is motivating the prosumer? 
There is also evidence to support a positive relationship between self-efficacy for participating in 
prosumer behaviours and certain motivators:  
1. The greater the benefit the prosumer expects to obtain from prosuming, the greater will be the 
investment in prosuming – known as “High expected benefit”. Theory: Economics of Innovation 
(Franke et al., 2006) .  
2. Prosumers are motivated by their own desire to achieve a better product and they seek to enhance 
the things that they do. Theory: User-innovation theory (Baldwin et al., 2006). 
3. The prosumer is motivated to learn for its own sake, and the interest that the prosumer has in that 
domain ensures that the prosumer will develop a broad set of knowledge, skills, and experience, 
all necessary antecedents to support the process of prosumption. Theory: Interests Theory (Silva, 
2008). 
5.4.14 The Big Five and Self-efficacy in the prosumer domain 
The results from this study support the literature more broadly concerning the Five Factor Model and 
workplace behaviour (Barrick et al.1993; Lent, 1994; Betz et al., 2003, 2006) by supporting existing 
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conceptualisations of how self-efficacy maps into the Big Five Factors (Hartman, 2006; Judge et al., 
2002). 
The relationship of the Big Five Factors of personality with self-efficacy of participants in the 
workplace context was examined by Thoms, Moore, and Scott (1996) who also found that neuroticism, 
extraversion  and conscientiousness were all significantly related to self-efficacy. In other prior studies 
openness was also found to be a robust positive predictor of prosumer-related self-efficacy (Nauta, 
2004; Rottinghaus et al., 2002; Hartman, 2006). This study has findings that are consistent with 
literature in that neuroticism, extraversion, conscientiousness and openness were all significantly 
related to self-efficacy. In this study of prosumers openness was highly significantly related to self-
efficacy which is similar finding to some other prior research (Nauta, 2004; Rottinghaus et al., 2002; 
Hartman, 2006). This study has findings that are consistent with literature, in particular, that 
neuroticism is a consistent predictor of low or absent self-efficacy and that openness is a robust 
positive predictor of prosumer-related self-efficacy. Also, extraversion and conscientiousness were 
robust positive predictors of prosumer-related self-efficacy.  
Openness was by far the largest positive correlation to self-efficacy and provided the most significant 
finding. Whereas the significant correlations with the self-efficacy dimensions were mostly of uniform 
size, the average positive correlation for openness was largest with the self-efficacy variable of “likely 
to be successful”.  Even with this variable excluded the positive correlations between openness and the 
other self-efficacy variables was large. 
In summation, the empirical results suggest that influence flows from both personality traits and prosumer-
motivators to specific prosumption self-efficacy, which leads to prosumer behaviour in the workplace. 
Therefore, it seems fruitful to use measures of personality traits, self-efficacy and motivators for 
identification of prosumers as potential sources of innovation. 
5.5 SUMMARY OF FINDINGS 
The findings are summarised in the following list: 
Finding 1: Personality factors as measured by the BFI are related to prosumer self-efficacy. 
Finding 2: Openness, extraversion and conscientiousness are positively correlated with self-efficacy. 
Finding 3: Openness was significantly correlated to self-efficacy 
Finding 4: - Strong negative correlations found between self-efficacy and neuroticism. 
Finding 5 - Self-efficacy is higher in prosumers who are successfully developing solutions 
Finding 6 – The use of BFI dimensions as a measure for helping to identify prosumers is supported 
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Finding 7 - Agreeableness was negatively correlated to prosumer self-efficacy. 
The prosumer-related self-efficacy construct explored by this study (by focusing on the prosumer-related 
workplace domain) involves the ability of prosumers to initiate prosumer-related information gathering, set 
appropriate prosumer-related goals and to problem-solve effectively as they build technical solutions in the 
workplace. 
In the current sample openness (highly positive predictor), conscientiousness and extraversion (positive 
predictor) and neuroticism (negative predictor) showed large (in the case of  
openness) as well as moderate statistically significant correlations with prosumer-related self-efficacy 
while agreeableness was neither statistically nor practically a significant predictor of prosumer-related 
self-efficacy. 
The results provide strong support for Openness having a high positive correlation with prosumer-
related self-efficacy and is therefore a robust predictor of prosumer self-efficacy. 
Further, extraversion and conscientiousness are significantly correlated with self-efficacy for 
participating in prosumption while neuroticism has a negative effect and is a robust predictor for 
prosumer inefficacy 
 Also found were trends when correlating the Big Five dimensions with the prosumer-related 
motivators with openness being highly predictive to the ‘enjoyment of learning’ motivation for 
prosumer behaviour. 
As a whole, this study supports that openness is the most fundamental predictor of prosumer-related 
self-efficacy while conscientiousness and extraversion follow close behind as positive indicators, while 
neuroticism is consistently linked to inefficacious prosumer-related behaviour (Tokar, 1998). 
The relative superiority of openness is upheld across all the correlations and analysis undertaken that 
paired the Big Five dimensions with the self-efficacy variables as well as the variables for prosumer-
related motivators.  
This study does not deviate from the literature that supports openness as the most robust, cross-domain 
predictor of self-efficacy and this theme carries across into the prosumer-related domain (Nauta, 2004; 
Rottinghaus et al., 2002; Hartman, 2006). 
In terms of the prosumer motivators, again Openness was highly positively correlated with a number 
of measures of motivation with the most significant relationship being ‘enjoyment of learning’ which 
gives some early indication of what motivates prosumers towards prosumer behaviours. 
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Overall these findings support the personality traits literature regarding the roles of openness, 
conscientiousness, extraversion and neuroticism as elements of a generalised mechanism for 
efficacy/inefficacy. 
5.6 CONCLUSION 
This chapter analysed the analysis presented in the previous chapter. The first section contained the 
objectives of the study and discussed how this was extended to the data analysis component for 
supporting the objectives. The next section re-visited the research questions, the research hypothesis 
and the research model. This section also considered what findings should be expected based on the 
review of literature as well as providing insights into how the research question was addressed by this 
study. The last section presented the findings, both generally and summarised by the research 
hypotheses. The chapter concluded with a summary of the findings. 
Chapter 6: Conclusions 
6.1 INTRODUCTION 
This chapter is the conclusion chapter of this thesis and it contains the following sections. The first 
section will restate what the objectives were of this study to assist the reader make the assessment 
on whether this study was successful in setting out what it intended to achieve. 
The next section will reiterate the research questions, as, pivotal to the success of any research 
project is the application of a test as to whether the research questions were specifically addressed 
and, sufficiently addressed, as promised. 
After discussion of the findings, the researcher will provide a section where some concluding 
remarks will be made on the topic and then the following two sections will be the contribution to 
research and then also to practice.  
The final two sections of this chapter will be dedicated to discussing what limitations exist to the 
study and what recommendations there might be towards directions for future research.  
6.2 RESTATE THE OBJECTIVES 
There were two primary objectives of this study: 
1. To increase the understanding of the prosumer personality traits and characteristics; and, 
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2. Understand the connections between these prosumer personality traits and prosumer-
specific cognitive variables in the workplace domain. 
6.2.1 How were these objectives met 
Literature review 
One of the outputs of this study was to deliver a broad-based review of literature on the prosumer 
phenomenon.  
Greater understanding of the prosumer 
There is the potential for industry to be able to unlock innovation-making behaviours through a 
greater understanding of the prosumer, who are often at the leading edge of important marketplace 
trends (von Hippell, 1986). 
To develop a greater understanding of the prosumer phenomenon this study explored the 
relationship between three variables, 1) prosumer personality; prosumer self-efficacy; and, 3) 
prosumer motivators, as potential predictors of prosumer behaviour. 
The need for the understanding of what ‘makes a prosumer’ is underpinned by the literature 
asserting that these prosumer-behaviours as described in this study, tend to lead to the 
development of innovations in the workplace and potentially commercially attractive products.’ 
Prosumer self-efficacy 
The prosumer-related self-efficacy construct explored by this study (by focusing on the prosumer-
related workplace domain) involves the ability of prosumers to initiate prosumer-related 
information gathering, set appropriate prosumer-related goals and problem-solve effectively as 
they build technical solutions in the workplace.  
By measuring self-efficacy using theoretical constructs, this research has been able to support the 
hypothesis that self-efficacy is higher in prosumers than it is in non-prosumers. 
Prosumer traits 
The results of this study improve understanding of the prosumer by presenting empirical evidence 
on prosumer personality traits. By applying the empirical measures of the Big Five personality 
dimensions of John et al. (1991), the study has been able to present: 1) the personality traits that 
characterise the prosumer in the workplace; and, 2) the dynamic relationships between those 
personality dimensions with other variables, such as: self-efficacy; and, prosumer motivators.  
By increasing the understanding of these prosumer traits, characteristics and their inter-
relationships, this study will help lead future researchers towards new insights around: 1) 
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identifying the prosumer in the workplace; and, 2) understanding the antecedents for unlocking 
prosumer-led innovation.  
Prosumer motivators 
The literature has confirmed the prosumers existence and also that the prosumer is indeed a 
valuable contributor to innovation making in the workplace (Tapscott & Williams, 2008). 
Therefore understanding prosumer motivators is an important step in understanding the prosumer. 
Prior research has not fully explained prosumer motivations, especially with the more traditional 
monetary and convenience incentives (Bateson, 1985). There is opportunity for researchers to 
understand the motivational impacts on prosumer-led behaviours through application of empirical 
theories such as: 1) User-innovation theory (Baldwin et al., 2006); 2) Economics of innovation 
theory (Franke, et al., 2006); and, 3) Interest theory (Silvia, 2008). This study has done just that, 
and this has led to insights such as: 1) ranking the top motivators identified by the prosumers in 
this study; and, 2) presenting the dynamic relationships that exist between the prosumer 
motivators and other variables such as: 1) self-efficacy; and, 2) personality traits 
Why these objectives are so important 
In exploring further the important role played by prosumers, the literature reveals that some of the 
most important and novel products have been developed by prosumers (von Hippel, 1986). The 
research also reveals that prosumers are at the leading edge of important marketplace trends, 
leaders in their industrial or professional fields who expect to obtain significant benefit from 
innovating (Franke et al., 2006). This qualifies prosumers as VIPs in the sense that they have been 
empirically linked as important contributors to product innovation, workplace improvements, 
commercial viability and enhanced user-experiences. The literature has been slow to respond to 
the prosumer phenomenon. This can be partly attributed to the current rigid constructs that for 
decades have determined that the industrial world is divided in two: 1) those who produce; and, 2) 
those who consume. The prosumer introduces a third and encroaching paradigm, that central part 
of the Venn diagram that overlaps two previously separated constructs.  
The prosumer phenomenon is a disruptive minority that is now ‘squatting’ in the centre of these 
two overlapping worlds, and they are intent on blurring the lines that divide production and 
consumption.   
With the prosumer-innovator now a central phenomenon in contemporary culture, (Ritzer & 
Jurgenson, 2010), there should be a heightened sense of importance with IS researchers and 
practitioners for building on the body of knowledge about ‘what makes a prosumer’ that would 
lead to greater understanding and the eventual unlocking of innovation-making in the workplace.  
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6.3 REITERATE THE RESEARCH QUESTIONS 
The following research questions were developed for this research.   
RQ1: What are some of the motivators for prosumers in the workplace? 
RQ2: Will self-efficacy be higher in prosumers? 
RQ3: What are the personality traits of prosumers in the workplace? 
RQ4: What are the relationships between the prosumer personality traits (RQ3); prosumer self-
efficacy (RQ2); and, prosumer motivators (RQ1). 
6.4 ANSWERING THE RESEARCH QUESTIONS 
The phenomenon of prosumers participating in workplace innovation through prosumption 
behaviours was explored by this study and a general theoretical framework was presented.  
In this study the prosumption process was evaluated as:  
People who are not employed as programmers or developers, but who: 1) have advanced technical 
skills; 2) used these skills to develop innovative technical solutions; and, 3) have developed 
solutions that were successfully used in the workplace by themselves and/or others. 
And the research further explored the underlying motivational mechanisms underlying the process 
of prosumption.  
A comprehensive model was presented that integrates personal traits, self-efficacy and motivators 
in the act of prosumption. A convergence between trait theory and social-cognitive theory was 
tested.  
The aim of this study was two-fold: 
1. To increase the understanding of the prosumer personality traits and characteristics; and, 
2. Understand the connections between these prosumer personality traits and prosumer-specific 
cognitive variables in the workplace domain. 
These objectives were met as follows: 
1. A comprehensive literature review was developed and contain in Chapter two of this paper; 
2. The objectives were met through the data analysis and a high level summary overview of the 
findings is provided below.  
6.4.1 Findings. 
The results of the study showed empirical support for the conceptual model.  
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Propensity to prosume 
The propensity to ‘prosume’ was found to be a function of:  
1. The existence of high self-efficacy; 
2. High positive scores in the personality dimensions of Openness, Extraversion and 
Conscientiousness; 
3. High negative scores in Neuroticism; and,  
4. Average scores in the dimension of Agreeableness. 
Motivation to prosume 
Prosumers were found to be highly motivated by three things: 
1. Learning for learning’s sake;  
2. A need to enhance and improve the workplace experience; and, 
3. A high expectation of benefit from their prosumption activities. 
Our results show there is evidence to support a positive relationship between self-efficacy for 
participating in prosumer behaviours and certain motivators.  
Therefore the following findings can be made:  
1. The greater the benefit the prosumer expects to obtain from prosuming, the greater will be the 
investment in prosuming; 
2. Prosumers are motivated by their own desire to achieve a better solution or product  and they 
seek to enhance the things that they do; and,  
3. The prosumer is motivated to learn for its own sake, and the interest that the prosumer has in 
that domain ensures that the prosumer will develop abroad set of knowledge, skills and 
experience, all necessary antecedents to support the process of prosumption. 
Towards a greater understanding of the prosumer 
This study shows that prosumers are highly motivated people who believe that they can perform 
the tasks necessary to develop solutions in the workplace that will deliver successful outcomes, 
despite not being employed to specifically do so.  
These are people who can be described as: 
1. Emotionally stable (i.e. negatively correlated to neuroticism);   
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2. Possess a breadth and depth of experience and a more complex mental and experiential life 
history with a broad outlook on life (Openness); 
3. Are assertive, sociable and energetic with an active lifestyle full of positivity (Extraversion); 
4. Are dependable, responsible, and achievement orientated who set about the tasks that need to 
be done (Conscientiousness);  
5. Have high levels of self-efficacy, demonstrated by high levels of self-confidence and 
enthusiasm about their capabilities and the potential success of their activities; 
6. Have advanced technical skills; and, 
7. Are well educated. 
In summation, the empirical results suggest that influence flows from both personality traits and 
prosumer-motivators to specific prosumption self-efficacy, which leads to prosumer behaviour in 
the workplace. 
Therefore, it seems fruitful to use measures of personality traits, self-efficacy and motivators for 
identification of prosumers as potential sources of innovation. 
6.5 CONCLUDING STATEMENTS 
There are a number of reasons why Toffler (1980)’s prosumers are going to increase in presence 
and importance, and why they will continue to become central to the workplace culture of the 
techno-industrialised world.  
Reason 1:  
The prosumer is highly motivated and driven by a hunger for learning and exploration. This 
appetite is supported by the internet as knowledge and information is now freely available to 
anyone who has the time and motivation to search for it. 
Reason 2: 
The prosumer is enabled by advanced technology. The era of utility computing with its pay-for-
use pricing arrangements has lowered the barrier for entry for the prosumer to access super 
computing power and with increased access. The explosion of smaller and more powerful devices 
means that smartphones and tablets (and the apps that run on them) are providing prosumers with 
ubiquitous access to greater technical capability. 
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Reason 2a: 
It may be plausible to suggest, that some prosumers may be able to access and configure 
information technology themselves, that may even be more functional and useful than the 
technology provided for them in their own workplace. 
Reason 3: 
The prosumer is motivated by a need to enhance and improve the workplace experience. The 
Interest Theory finds that the prosumer with a strong domain interest will be strongly motivated to 
innovate in order to ‘enhance things’. The device-aware and technically-capable prosumer will not 
suffer a vexing industry problem for long before feeling motivated enough to engineer change. 
The self-efficacy levels of the prosumer determine that they believe strongly in their own 
capability to successfully innovate. 
Reason 4 
This study found that the prosumer is motivated by factors that involve benefits such as learning, 
exploration, improvement and enhancement. Interest Theory also supports that prosumers with 
domain interest will persist for extended periods of time with their efforts at innovating in order to 
realise such high expected benefits. 
Reason 5: 
This study found that the prosumers had high scores in openness and extraversion when compared 
with the population of non-prosumers in the sample. Openness is characterised as intelligent, 
perceptive, imaginative, curious and open-minded (McCrae et al., 1996). Extraversion is 
characterised with attributes such as assertiveness and positive emotionality. The prosumers in this 
study were not only super-confident having high degrees of self-efficacy but they possessed trait 
attributes that found them to be assertive, determined, curious and positive towards their chances 
of success at innovating. 
6.6 CONTRIBUTION TO RESEARCH 
6.6.1 Literature review 
As discussed above, this study delivered a broad-based review of literature on the prosumer 
phenomenon that will support the research objective of assisting future research. 
6.6.2 Prosumption is likely to attract further interest 
The prosumer is complex, ubiquitous and determined to completely challenge the decade-old 
division of the industrial world into either producers or consumers. Comor (2011), Ritzer & 
Jurgenson (2010, p. 3) support the argument that the contemporary world is not defined by the 
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pre-eminence of prosumption, but rather with its emergence as a phenomenon that is now growing 
significant enough to rival production and consumption in importance.  
6.6.3 Prosumption will only increase 
For prosumers (present and future) technology is rapidly advancing and there is also easier access, 
meaning increased opportunities for the prosumer to use technology to innovate.  
The lower barrier of entry to advanced technologies will give rise to more prosumers who will 
take up their own initiative and begin to ‘make things better’ in the workplace.  
Understanding what makes a prosumer, will rise in academic importance and more research 
questions are likely to emerge.  
6.6.4 Prior research has also explored this convergence of theory 
This study has built upon the work of previous scholars who explored the interplay between self-
efficacy (social-cognitive theory) and personality traits (trait theory) (Saleem et al., 2011; De 
Feyter et al.,2011; Hartman, 2006). Some proponents of trait theory are accepting of the role that 
social-cognitive factors have in influencing workplace-related behaviours. To illustrate, the 
leading supporters of the Big Five Inventory have incorporated both trait and social-cognitive 
concepts into their theories (McCrae & Costa, 1999; McCrae et al., 1996,1999).  
Costa and McCrae (1992) have linked the BFI with what they call ‘basic tendencies’ - a heritable 
core of personality structure. They have presented a second level of personality that they call 
characteristic adaptions which could also be described as the persons culturally conditioned skills, 
habits, beliefs, roles and relationships.  Similarly, this research has continued with a convergence 
of theory, between trait theory and social-cognitive theory in the belief that: consideration of traits 
as predictors and determinants of prosumer-related self-efficacy may help to understand the 
antecedents to prosumer led innovation-making in the workplace.  
6.7 CONTRIBUTION TO PRACTICE 
This study has built on the growing interest in the prosumer in the workplace – those users with 
high technological skills who both produce and consume. Important to practice, is empirical 
evidence that the prosumer can be a source of innovation in the workplace. The literature reveals 
that commercially attractive products tend to be developed by prosumers who are at the leading 
edge of important marketplace trends. Prosumers are leaders in their industrial or professional 
fields and who expect to obtain significant benefit from innovating (Franke et al., 2006; Morrison, 
Roberts & von Hippel, 2000).  
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According to von Hippel (1986) an accurate understanding of the prosumer is essential to the 
development of commercially successful new products and innovations, and this is particularly the 
case with products experiencing rapid change through advanced technology. This study has 
revealed insights on the traits and characteristics of the prosumer so that the prosumer may be 
better understood and perhaps even more easily identified in the workplace setting. 
6.7.1 The prosumer-technology combination leading to further prosumer-innovation 
behaviour 
Research makes the link between the prosumer and technology (von Hippel, 1986; Habermeier, 
1990): 
“When users are technically sophisticated, as in the case of users of machine tools, scientific 
instruments or mainframe business software, these users will not merely announce their requirements 
and make suggestions for product improvement, but use their specific expertise to actually engineer 
changes in the product” (Habermeier, 1990, p. 280). 
The ability for the prosumer to create, innovate and engineer change has been dramatically 
enabled by modern advances in technologies such as with cloud computing and mobility.  
Of significance for the eager prosumer (who likes to learn for learning’s sake) is that they have 
lower barriers to entry for accessing advanced technological capabilities. 
“The internet has changed everything. Cheap and accessible production software and hardware 
combined with the promises of Web 2.0 have fostered a ‘prosumer’ creative class that blends media 
consumption with production to create new works that are freely disseminated online. Intercreativity 
has never been so easy or prolific” Collins (2010, p. 38). 
The visionaries such as Toffler (1980), von Hippel (1986) and later, Ritzer & Jurgenson (2010) all 
predicted that the prosumers will rise in prominence and importance and become an “increasingly 
central phenomenon in contemporary culture” (Ritzer & Jurgenson, 2010). 
The prior literature reveals the prosumer as playing an important role in the development of 
innovation in industry. Perhaps the current era of rapidly advancing technology will further propel 
the prosumer into prominence. The prosumer is motivated to learn and will exploit the newly 
found access to gain more knowledge and capability. 
Just as Von Hippel (1986) suggested, it will be important to industry, that the innovating-
prosumers in the workplace are identified, in order to begin the journey of understanding their 
innovation-making potential. This study contributes to that journey. 
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6.7.2 Towards a unifying theory of prosumer behaviours 
The literature recognises the coexistence of the two levels of personality through trait theory and 
social-cognitive theory. Examples are the BFI and Five Factor Theory (FFT) of McCrae & Costa 
1999 and the Social Cognitive Career Theory (SCCT) of Lent et al.,(1994) and Betz (2000). In 
these examples the BFI recognises global traits while the SCCT focuses on contextualised 
cognitions. There is ample evidence that the trait and social-cognitive theories are not competing 
but complementary and they represent two interlocking components of a single personality system 
(Harman, 2006). By demonstrating a pervasive empirical link between the BFI and self-efficacy, 
this study assists with the development of a unifying theory of prosumer behaviour.  
6.8 LIMITATIONS OF THE STUDY 
While the study provides a significant extension of prior research concerning relationships among 
trait and social-cognitive variables, there are limitations with one obvious limitation being 
sampling. 
6.8.1 Sampling  
One of the largest groups in the final group of prosumers of 177 came from IT professionals (29) 
which may skew the results towards people with high levels of technical expertise. However the 
wide distribution of occupations across the total 177 may limit this risk with this sample. As 
suggested earlier, replication of this study with alternative instruments, tools, populations and 
analytic designs would be useful to substantiate and clarify the results. 
Despite the suggested limitation the psychometric properties of the scales administered to this 
sample were generally consistent with prior research and as such these results appear trustworthy 
6.8.2 Pinpointing Causal mechanisms 
Further, given the correlational design this study cannot provide definitive insights to the causal 
relationships among the variables studied. However it should be noted that this study has 
presented that the Big Five factors have an effect or influence on prosumer self-efficacy variables. 
Therefore the Big Five are causal mechanisms (independent variables) that partially determine 
individual differences in self-efficacy (dependent variables). This implication is significant and 
addresses any perceived lack of causal analysis.  
As highlighted by Harman (2006) and Cohen & Cohen (1983) when discussing causal inference, 
they found that the development of tentative causal models is valid when based on correlational 
data, provided certain criteria is met: 
 Chapter 6: Conclusions  Profiling the Prosumer in the workplace: an exploration of traits, self-efficacy and motivators 197 
1. A precedes B in time (although A may be measured at the same time); 
2. Some mechanism whereby this causal effect operates can be posited; and, 
3. A change in the value of A is accompanied by a change in the average value of B (Cohen 
& Cohen, 1983, p. 80). 
There is ample evidence that this study meets the first requirement of Cohen & Cohen (1983). The 
literature establishes that the Big Five personality tendencies clearly emerge well before 
individuals are substantially aware of the various competencies associated with workplace self-
efficacy. The data analysis clearly shows the study meets the requirements of the third 
requirement of Cohen & Cohen (1983). 
In relation the second criteria, domain-specific self-efficacy is the mediator of the Big Five effects 
on the prosumer-related self-efficacy measured in this study. The causal mechanism presented 
here is one in which substantially heritable personality dispositions result in individual differences 
in domain-specific self-efficacy expectations. Therefore this study meets the second requirement 
of Cohen & Cohen (1983). 
6.8.3 Limitations of the BFI 
The name given to the "Big Five” is a name chosen by Goldberg (1981) not to reflect their 
intrinsic greatness but to emphasize that each of these factors is extremely broad (John et al., 
2008). Therefore the BF was never intended to portray personality differences in their entirety, the 
researcher recognises that other differences exist but the BF represents personality at the broadest 
level of abstraction, and each dimension includes a large number of distinct, more specific 
personality characteristics where the differences occur (Costa & McCrae, 1992; John et al., 1991). 
Also the BF is not the final and complete taxonomy of personality. Even ardent supporters 
recognize that the model has limitations (Benet-Martínez et al., 1998). As McCrae and John 
(1992) summarized: There are disputes among five-factorists about the best interpretation of the 
factors; there are certainly important distinctions to be made at the level of the more  molecular 
traits that define the factors; and it is possible that there are other basic dimensions of personality. 
(p. 177). However despite the recognised limitations the Big Five-factorists all agree that the "five 
factors represent the highest hierarchical level of trait description" (McCrae et al., 1992, p. 190). 
Therefore measures of the Big Five dimensions are a sound choice of framework for the purposes 
of this study. 
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Measures of self-efficacy 
The current study developed a number of self-efficacy questions based on prior literature, such as 
studies of postgraduate management students by Lane et al. (2004) and De Feyter et al. (2011). In 
those studies the researchers measured self-efficacy by asking the participants to indicate what 
credits or results that they expected to  
earn. The underlying theory for such an approach comes from the literature on self-efficacy which 
finds that asking about expected outcomes, were a prerequisite for finding self-efficacy effects 
(Bandura, 1997; Lane et al., 2001; Pajares, 1996). 
There are a number of other self-efficacy scales in the literature that could be used to provide 
further empirical support to measuring self-efficacy such as the 17 scales of the Expanded Skills 
Confidence Inventory, as well as the Career Decision Self-Efficacy scale (Rottinghaus et al., 
2002). The former instrument measures self-efficacy for a variety of vocational domains while the 
Decision Efficacy scale assesses an entirely different aspect of career development efficacy.  The 
use of these frameworks would substantially expand the range of vocational efficacy variables 
assessed, thus providing a more rigorous test of general effects than has previously been reported. 
In other words, when considering the extent that one of the Big Five dimensions exhibits 
consistent, significant correlations with several, diverse self-efficacy variables. Then greater 
confidence can be achieved in coming to the assertion that the Big Five Dimension exerts a 
pervasive effect on prosumer-related self-efficacy. 
To reduce this limitation this study asked four questions that related to self-efficacy in order to 
increase the diversity of self-efficacy variables. The correlation analysis was performed between 
the BFI and each of these four self-efficacy variables in order to test the hypothesis more robustly 
than if only one self-efficacy variable had been used .  
6.9 DIRECTIONS FOR FUTURE RESEARCH 
There are numerous opportunities for building on this research and this could include replication 
of the approach. This study replicated some of the findings reported by Hartman (2006) and 
Saleem et al. (2011), and importantly, providing strong support for the case of openness as a 
robust positive predictor for prosumer-related workplace behaviour. 
6.9.1 Other theories and approaches that could be explored 
The following theories may be worthy of further investigation to assist future studies in the 
research of the prosumer phenomenon: 
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1. Becker (1965), used microeconomic theory to explain why and how households combine inputs 
of goods and time to produce goods and services for their own consumption; 
2. The theory of consumer creativity (Burroughs & Mick, 2004; Moreau & Dahl, 2005);  
3. Goal-striving (Bagozzi & Warshaw, 1990); 
4. Culture theory (Holt, 1997);  
5. Consumption meaning (Holt, 1995); 
6. Studies that explore the creation process of socio-psychological experiences that allows us to 
construct and maintain our self-identity and social image (Firat, 1991; Holt, 1995); 
7. Research that shows that consumers engage in authenticating acts that help them express and 
reveal their true self-identity to themselves. Such as “authoritative performances” and 
participation in rituals and festivals resulting in prosumers maintaining a feeling of belongingness 
to community and tradition (Arnould & Price, 1999); 
8. Exploring research on “Do-it-yourself” propensity which in the past could not be fully 
explained by monetary and convenience incentives, but rather “perceived control” and time were 
important determinants (Bateson, 1985);  
9. Research on the controls around consumer creativity finding that situational involvement, 
metaphoric thinking, and internal locus of control are positively related to consumers’ creative 
responses to consumption problems (Moreau & Dahl, 2005; Burroughs & Mick, 2004). 
6.9.2 Explore how negative traits impact prosumers 
Additional studies could explore the impact on prosumer-related self-efficacy when agreeableness 
scores are lower than the normal population in conjunction with neuroticism being high 
(negative). This study found four of these prosumers with  
such traits and their self-efficacy was low. It would be interesting to investigate prosumer 
behaviour patterns when these personality traits and characteristics exist. In the case of these four 
it may be other factors such as organisational culture and it would be interesting to see future 
research to explore this. 
6.9.3 Cross check findings with additional tools 
Researchers could administer additional tools to such as the Adjective Checklist (ACL), the NEO-
FFI along with the skills Confidence Inventory (SCI) in order to compare the properties of the BFI 
instrument in the context of prosumer-related self-efficacy. 
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6.9.4 Exploring the motivators to prosume 
Researchers could also explore deeper into the motivators for prosumption using academically 
proven motivation measures, in this study the study of motivators was an exploratory extension of 
the study beyond the focus on personality dimensions and self-efficacy.  
Considerable opportunity exists for exploring what motivates the prosumers to undertake 
prosumer behaviours. 
6.9.5 Do prosumers really innovate?  
Researchers could further explore the solutions that these prosumers produce in the workplace to 
understand just how successful and innovative these solutions have actually been. By focusing on 
the highly successful solutions the researchers could further explore what combination of traits or 
social-cognitive factors influenced the activity for making these solutions and whether there is a 
difference between solutions that were more successful than others. 
6.9.6 Mapping the prosumer social-cognitive to trait relationships 
Once the research begins to uncover the true relationship between traits and prosumer self-
efficacy, researchers can begin to make clarifying connections in a number of ways. Studies could 
incorporate measure of generalised self-efficacy (Judge et al., 2002) to test its role as a mediator of 
the Big Five dimensions effects on various domain-specific prosumer self-efficacies. In addition 
there are alternative modelling techniques, such as Nauta et al (2002) cross-lagged panel approach 
that would support more rigorous testing of the causal relations between the Big Five and the 
prosumer-related self-efficacy.  
Another option would be to explore environmental sources of self-efficacy and the Big Five 
(Anderson and Betz, 2001) to clarify the relative contributions to the prediction of specific 
efficacy domains in the context of prosumer-related self-efficacy. Also, one challenge for future 
research could be to identify the precise psychological processes that link global traits to domain-
specific self-efficacy expectations and how this impacts on prosumer behaviours in the workplace. 
6.9.7 Exploring environmental variables and their impact on prosumption 
Finally, researchers could explore what other environment variables impact on prosumer-related 
self-efficacy such as organisational culture, gender, culture, types of industries and professions. 
Researchers could also explore the impacts that technology disruption such as cloud computing 
and mobility is having on enabling ease of access to technology for prosumers to facilitate their 
activities.  
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6.10 CONCLUSION 
This chapter was the conclusion chapter of this thesis and it contained the following sections. The 
first section restated what the objectives were of this study to assist the reader make the 
assessment on whether this study was successful in setting out what it intended to achieve. After 
restating the objects, the following section reminded the reader of the research method so that the 
approach is understood and there is visibility around how the data was collected and what methods 
and processes were applied to complete the research project. 
The next section reiterated the research questions, as, pivotal to the success of any research project 
is the application of a test as to whether the research questions were specifically addressed and, 
sufficiently addressed, as promised. Answering the research questions was the topic of the next 
section and this was where the researcher articulated the findings of the research project.  
After discussion of the findings, the researcher then provided a section where some concluding 
remarks were made on the topic and then the following two sections outlined the contribution to 
research and then also to practice. The final two sections of this chapter were  dedicated to 
discussing what limitations existed to the study and the recommendations towards directions for 
future research.  Following this chapter is the Bibliography and the Appendix A (online survey 
instrument and Appendix B - Anderson Darling Normality test results) for the BFI dimension 
results collected for this study. 
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Appendices 
Appendix A- The survey instrument 
By selecting “Start” you are confirming that you have read and understood the following information 
and that you give your consent and agree to participate. 
PROFILING THE PROSUMER 
QUT Ethics Approval Number 1300000410 
RESEARCH TEAM 
Principal Researcher: Scott Stewart 
Associate Researcher: Dr Greg Timbrell 
Science and Engineering Faculty, Queensland University of Technology (QUT) 
DESCRIPTION 
This project is being undertaken as part of Masters Research degree for Scott Stewart. 
The purpose of this project is to understand more about the personality and characteristics of users 
within the organisation who use technology in an advanced way. 
The term “prosumer” is commonly used to describe people who are both ‘producers and consumers’ of 
technology and in the context of this research the prosumers are those users in an organisation that 
have advanced technical capabilities and they access, use, configure or develop solutions using 
technology, of their own volition, to solve their own vexing industry or work problems. Therefore they 
not only ‘consume’ technology solutions but they also ‘produce’ technology solutions and are 
therefore ‘Prosumers’. Prosumers have the potential to introduce innovation into the organisation and 
understanding more about prosumers is important academic research that may benefit industry. 
You are invited to participate in this project because you use technology and you may also use it in 
such a way where you are using technology to develop solutions to make your job better or to improve 
how you do things. 
PARTICIPATION 
Participation will involve completing an anonymous questionnaire that will take approximately 10 
minutes of your time. Questions will include asking what personality characteristics may or may not 
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apply to you.  For example, do you agree that you are someone who likes to spend time with others? 
The answer for each category is based on the Likert scale answers (strongly agree – strongly disagree) 
Your participation in this project is entirely voluntary. If you agree to participate you do not have to 
complete any question(s) you are uncomfortable answering. Your decision to participate or not 
participate will in no way impact upon any current or future relationship with QUT. If you do agree to 
participate you can withdraw from the project without comment or penalty. However as the 
questionnaire is anonymous once it has been submitted it will not be possible to withdraw. 
EXPECTED BENEFITS 
It is expected that this project will not directly benefit you. However, there may be future benefits from 
the research as it aims to assist organisations in identifying with opportunities for improving access to 
technology and help develop more innovation in the workplace. 
RISKS 
There are no risks beyond normal day-to-day living associated with your participation in this project. 
PRIVACY AND CONFIDENTIALITY 
All comments and responses are anonymous and will be treated confidentially unless required by law.  
The names of individual persons are not required in any of the responses. Any data collected as part of 
this project will be stored securely as per QUT’s Management of research data policy. Please note that 
non-identifiable data collected in this project may be used as comparative data in future projects. 
CONSENT TO PARTICIPATE 
Submitting the completed online questionnaire is accepted as an indication of your consent to 
participate in this project. 
QUESTIONS / FURTHER INFORMATION ABOUT THE PROJECT 
If have any questions or require further information please contact one of the research team members 
below. 
CONCERNS / COMPLAINTS REGARDING THE CONDUCT OF THE PROJECT 
QUT is committed to research integrity and the ethical conduct of research projects.  However, if you 
do have any concerns or complaints about the ethical conduct of the project you may contact the QUT 
Research Ethics Unit on 07 3138 5123 or email ethicscontact@qut.edu.au. The QUT Research Ethics 
Unit is not connected with the research project and can facilitate a resolution to your concern in an 
impartial manner. 
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Screening and Profiling 
Please nominate the extent to which you agree or disagree with the following statement: 
You are NOT currently employed as a programmer or coder and your typical daily work tasks DO 
NOT entail developing and configuring software solutions by way of coding and programming 
software.  
1 
Disagree 
Strongly 
2 
Disagree 
a little 
3 
Neither agree 
nor disagree 
4 
Agree 
a little 
5 
Agree 
strongly 
Explanation: The research will focus on participants who are not specifically employed as 
programmers or coders but may still do some coding or programming (or advanced configuring such 
as macros in excel) by their own choice - in order to develop a solution they are interested in or to 
solve a work problem that they face. 
Please nominate the extent to which you agree or disagree with the following statement: 
You have an advanced level of technical IT proficiency, especially in the area of using or configuring 
software solutions  
1 
Disagree 
Strongly 
2 
Disagree 
a little 
3 
Neither agree 
nor disagree 
4 
Agree 
a little 
5 
Agree 
strongly 
For example: 
You can use software and apply advanced techniques such as macro creating and editing, coding and 
scripting, or any advanced configuration of the software. 
For example it may be that you know how to develop macros in Excel or build a data base in Microsoft 
Access 
Please nominate the extent to which you agree or disagree with the following statement: 
You have used your advanced level of technical IT proficiency to personally develop (or help develop 
with others) a technical solution for use at work by yourself or for others  
1 
Disagree 
2 
Disagree 
3 
Neither agree 
4 
Agree 
5 
Agree 
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Strongly a little nor disagree a little strongly 
For example: 
In this scenario you would not normally be paid to develop IT solutions, but you did develop a solution 
to help your job or to solve a problem.  
You have used software and applied advanced techniques such as macro creating and editing, coding 
and scripting, or any advanced configuration of the software 
Or, you have used a cloud-based solution like a SaaS product such as Zoho, Dropbox, Salesforce, 
Anaplan etc to develop a solution to make your work easier or to solve a work problem. 
The following examples may help explain further: 
 The Pathologist who builds a database in Microsoft Access, or Zoho to record his work, 
 The Doctor who builds a database for a customised incident management, 
 The Police officer who uses a personal video camera and personal dropbox to capture and 
manage video evidence, 
 The Finance professional who builds an advanced excel model for finance deals 
 The Sales person who configure a Salesforce instance outside of the company supplied CRM 
solution. 
Please nominate the extent to which you agree or disagree with the following statement: 
With regards to the "IT solution/s" that you have developed or helped to develop, in your view, the 
solution was successful in achieving the objectives that you set out for it to achieve 
Examples of these SaaS solutions are Salesforce, Zoho, SugarCRM, Anaplan, Dropbox 
1 
Disagree 
Strongly 
2 
Disagree 
a little 
3 
Neither agree 
nor disagree 
4 
Agree 
a little 
5 
Agree 
strongly 
The following are some potential motivators that may motivate you to do the activity of personally 
trying to develop or helping to develop “IT solutions”  
These motivators may or may not apply to you.   
For each motivator please nominate the extent to which you agree or disagree with the 
following statement.    
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For example, do you agree that you gain a sense of satisfaction from these activities? 
The answer for each reason is based on the following scale: 
Strongly disagree -  Somewhat disagree - Neither agree or disagree - Somewhat agree - Strongly agree    
Please choose the appropriate response for each item: 
1 
Disagree 
Strongly 
2 
Disagree 
a little 
3 
Neither agree 
nor disagree 
4 
Agree 
a little 
5 
Agree 
strongly 
I enjoy learning new things 
I enjoy the challenge of seeing if I can do it 
I gain a lot of satisfaction from this activity 
I am passionate about improving my workplace 
I feel a sense of achievement in seeing the solution working and being used 
I see it as a way to impress my employers and peers 
I see it as a way to advance my career 
I want to be seen as a leader in my field 
I like others to see the things I can do 
It is out of necessity and I need a better solution than what is available 
Please nominate the extent to which you agree or disagree with the following statement: 
With regards to any future "IT solutions" that you personally might develop or help to develop, and 
based on: 
 the tools that you have access to, 
 the skills you have developed, 
 what you have learned and experienced in the past, 
You are confident that these solutions are likely to be successful in achieving their set objectives? 
1 
Disagree 
2 
Disagree 
3 
Neither agree 
4 
Agree 
5 
Agree 
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Strongly a little nor disagree a little strongly 
Demographic Questions 
What is the highest level of education attained? 
Secondary or High School 
Technical college 
University degree 
Post graduate University degree 
None of the above 
What is your age 
CAPTURE Response of AGE: OR Optionally provide an age range from below 
Under 25 
25 to <35 
35 to <45 
45 to <55 
55 to <65 
Over 65 
What is your occupation? 
<select from standard occupation list Drop-down> 
CAPTURE Response 
What is the industry that you work in 
<select from standard occupation list Drop-down> 
CAPTURE Response 
Personality Profile questions 
The following characteristics may or may not apply to you.   
For each characteristic Please nominate the extent to which you agree or disagree with the following 
statement. 
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For example, do you agree that you are someone who likes to spend time with others? The answer for 
each category is based on the following scale:    
Strongly disagree - Somewhat disagree - Neither agree or disagree - Somewhat agree - Strongly agree 
 
 
 
I am someone who ... 
Please choose the appropriate response for each item: 
1 
Disagree 
Strongly 
2 
Disagree 
a little 
3 
Neither agree 
nor disagree 
4 
Agree a little 
5 
Agree strongly 
_____  Is talkative 
_____  Tends to find fault with others 
_____  Does a thorough job 
_____  Is depressed, blue 
_____  Is original, comes up with new ideas 
_____  Is reserved 
_____  Is helpful and unselfish with others 
_____  Can be somewhat careless 
_____  Is relaxed, handles stress well.   
_____  Is curious about many different things 
_____  Is full of energy 
_____  Starts quarrels with others 
_____  Is a reliable worker 
_____  Can be tense 
_____  Is ingenious, a deep thinker 
_____  Generates a lot of enthusiasm 
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_____  Has a forgiving nature 
_____  Tends to be disorganized 
_____  Worries a lot 
_____  Has an active imagination 
_____  Tends to be quiet 
_____  Is generally trusting 
_____  Tends to be lazy 
_____  Is emotionally stable, not easily upset 
_____  Is inventive 
_____  Has an assertive personality 
_____  Can be cold and aloof 
_____  Perseveres until the task is finished 
_____  Can be moody 
_____  Values artistic, aesthetic experiences 
_____  Is sometimes shy, inhibited 
_____  Is considerate and kind to almost everyone 
_____  Does things efficiently 
_____  Remains calm in tense situations 
_____  Prefers work that is routine 
_____  Is outgoing, sociable 
_____  Is sometimes rude to others 
_____  Makes plans and follows through with them 
_____  Gets nervous easily 
_____  Likes to reflect, play with ideas 
_____  Has few artistic interests 
_____  Likes to cooperate with others 
_____  Is easily distracted 
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_____  Is sophisticated in art, music, or literature 
Thank you for helping with this research project. 
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Appendix B - The Anderson-Darling Normality Tests  
The Anderson-Darling Normality Test for Extraversion 
The AD statistic  yields a value of 0.018 < 0.9262 which is non-significant: 
Therefore, the AD GoF test does not reject that this sample may have been drawn from a Normal 
population. And we can then assume Normality for the data. In addition, we present the AD plot and 
test results the AD test. Because the p-value is not 0.1 or more then, we can assume Normality.  
Finally, the data points in the following graph show a linear trend, then support for the Normality 
assumption increases 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 26 Anderson-Darling Normality Test data for extraversion 
Figure 25 Anderson-Darling Normality Test Extraversion 
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The Anderson-Darling Normality Test for Openness 
The AD statistic  yields a value of 0.005 < 1.124 which is non-significant: 
Therefore, the AD GoF test does not reject that this sample may have been drawn from a Normal 
population. And we can then assume Normality for the data. 
In addition, we present the AD plot and test results the AD test.  
Because the p-value is not 0.1 or more then, we can assume Normality.  
Finally, the data points in the following graph show a linear trend, then support for the Normality 
assumption increases. 
 
 
 
 
Figure 27 Anderson-Darling Normality Test data for openness A 
Figure 28 Anderson-Darling Normality Test data for openness B 
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The Anderson-Darling Normality Test for agreeableness 
The AD statistic  yields a value of 0.0005 < 5.03 which is non-significant: 
Therefore, the AD GoF test does not reject that this sample may have been drawn from a Normal 
population. And we can then assume Normality for the data. 
In addition, we present the AD plot and test results the AD test.  
Because the p-value is not 0.1 or more then, we can assume Normality.  
Finally, the data points in the following graph show a linear trend, then support for the Normality 
assumption increases. 
 
Figure 29 Anderson-Darling Normality Test data for agreeableness A 
 
 
Figure 30 Anderson-Darling Normality Test data for agreeableness B 
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The Anderson-Darling Normality Test for Conscientiousness 
The AD statistic  yields a value of 0.0005 < 5.03 which is non-significant: 
Therefore, the AD GoF test does not reject that this sample may have been drawn from a Normal 
population. And we can then assume Normality for the data. 
In addition, we present the AD plot and test results the AD test.  
Because the p-value is not 0.1 or more then, we can assume Normality.  
Finally, the data points in the following graph show a linear trend, then support for the Normality 
assumption increases. 
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Figure 31 Anderson-Darling Normality Test data for Conscientiousness A 
Figure 32 Anderson-Darling Normality Test data for Conscientiousness B 
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The Anderson-Darling Normality Test for Neuroticism 
The AD statistic  yields a value of 0.0005 < 4.97 which is non-significant: 
Therefore, the AD GoF test does not reject that this sample may have been drawn from a Normal 
population. And we can then assume Normality for the data. 
In addition, we present the AD plot and test results the AD test.  
Because the p-value is not 0.1 or more then, we can assume Normality.  
Finally, the data points in the following graph show a linear trend, then support for the Normality 
assumption increases. 
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Figure 33 Anderson-Darling Normality Test data for neuroticism A 
Figure 34 Anderson-Darling Normality Test data for neuroticism B 
